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more — a Columbian dealer is 
Offer his customers, for every foot 
of Cabemiian Tape- Marked Rope carries a 


signed guarantee on the red, white and blue 





fopt is sealed’ against the action of the ele- 


ments and against the germs of decay. Tape-Marker. This guarantee is in one of the 
Despite the constant contact with every strands. Ask your dealer for Columbian. 
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CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


LAMSON 


service...Is 
now greater 
than ever! 


Plants in Cleveland and Kent, 
Ohio; Chicago and Birmingham 
now give Lamson & Sessions the 
advantage of wider and speedier 
distribution. Increased manu- 
facturing facilities have made it 
possible to offer consumers and 
distributors the most complete 
line of bolt and nut products in 
the world. 

Yet despite the tremendous 
production of five plants now in 
operation, customers can depend 
on it that Lamson & Sessions’ 
jealous regard for their reputa- 
tion for highest quality will 
always be maintained. Each step 
in the manufacture of Lamson 
products is carefully watched, 
from adequate and complete 
laboratory tests on raw materials 
to the finished package, ready 
to ship. 


Buy through your Distributor 










ished every week by the IRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 8, 1879. 
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GOOD TOOLS 


SINCE 1819 





Pexto Pliers represent a complete line. Pliers for 
the mechanic, the line-man, the garage man, the 
farmer, the electrician, pliers for home use. 


A long line, a distinguished one, but a line built to 
supply a demand that is ‘constant. Typical is this 
Pexto star rivet, box-joint, side cutting plier. Drop 
forged from Special Analysis Steel, hardened and 
tempered, it holds firmly, is easy to use, cuts cleanly 
and remains true. The rectagonal opening in back 
is convenient for turning lag bolts. The box joint 





gives perfect fit and alignment. 


We will be glad to supply you with Pexto Tools are easy to buy, for your jobber has 
copies of our attractive Plier book h - : k 
which will increase your sales. them always in Stock. 


a 


ff 
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Chic” THE PECK, STOW.& WILCOX CO. Stic" 


—. Siticee SOUTHINGTON, CoNN., U. S. A. ~ greg d Body 
Braces Dent Removing 


Pruning Shears © Makers of Good Tools since 1819 Toole 


¥ 
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Gne Screen Door 
Latch and Lock No. 
OB5973TC. Bronze or 
brass front. Right or 
left hand. Wrought 
bronze or brass es- 
cutcheon. 41,"x 12”. 
Easy acting; latches 
every time door closes 
and can be securely 
locked from inside. 









One Sargent “Quick 
and Quiet” Door 
Closer No. 520. Will 
fit any door opening 
out or opening in and 
opening either to 
right or left, without 
change. Can be ad- 
justed to close door 
rapidly or slowly 
without slamming. 
Built to give satisfac- 
tory service for years. 


BE READY WITH SARGENT SCREEN 



























One pair Butt Hinges 
No. 500, 3”x 3”. Old 
brass finish on cad- 
mium-plated cast 
iron. Highly rust- 
resisting. Made to 
last a lifetime. Extra 
butt at slight addi- 
tional cost. 
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DOOR HARDWARE 


For CONVENIENCE in your selling and 
for your customer’s convenience in 
buying, Sargent packs this complete set 
of screen door hardware in one box. 
All necessary items are included — 
screws, butt hinges, latch and lock, and 

e “Quick and Quiet” Door Closer. 
This method of packing helps you to 
increase your unit sale without bother. 
Each item may be stocked and sold 
singly, if you wish. All the pieces live 
up to the high Sargent standards of 
material and workmanship. It’s not 
too early to stock Set No. 500, or any 
of the individual pieces that you will 
need. Householders will be needing 
them soon. Fly-time will be sales-time 
for you! Sargent & Company, New 
Haven, Conn.; New York; Chicago. 
Belleville-Sargent & Co., Ltd., Belle- 


ville, Ontario, Canada. 


SARGENT 


LOCKS AND HARDWARE 
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+ denotes hardware dealer 

« denotes homes owning Goodell- 
Pratt catalog 

+ denotes homes reached by 
Goodell-Pratt advertising 

+ + denotes homes owning Goodell- 

Pratt sample tools 
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“Let’s Look Over the Neighborhood 
Served by Your Store” 


The map of your neighborhood revised a year from now 
is going to show even greater demand for Goodell-Pratt 
merchandise. Consumér advertising in Popular Science 


— for a minute that the map shows the 
community in which the major part of your business 
is done. It has been carefully drawn to represent a 





ANEW YORK, 107 Lafayette Street 


typical American neighborhood. Ask yourself, then, 
“What is Goodell-Pratt doing to help me get more 
tool business?” 


Refer to the map for the answer. It shows the dis- 
tribution of Goodell-Pratt catalogs, the readers of 
magazines in which Goodell-Pratt advertising appears 
and the homes that have secured samples of Goodell- 
Pratt tools. By the plan of actually placing these 
sample tools, thousands of additional sales have been 
created for hardware dealers. With the expansion of 
this plan, many more tool-users will be introduced to 


the high quality and value of Goodell-Pratt tools. 
Each of them will receive a direct mail piece showing 


fifteen other tools and an invitation to visit your store— 
provided you handle Goodell-Pratt. 


LONDON, 127 Queen Victoria Street 


Monthly, Popular Mechanics, Saturday Evening Post, 
Better Homes & Gardens, Country Gentleman, Hunt- 
ing & Fishing and National Sportgman—together with 
a far-reaching direct mail follow-up are working con- 
stantly to create more tool sales for your store. At 
your request one of our representatives will call at 
your store to tell you of the Goodell-Pratt line. This 
entails no obligation to you, but puts us under an 
obligation to show you the completeness of our line 
and the soundness of our merchandising program. 


Goodell-Pratt Company 


Seclomith 


GREENFIELD : ‘ MASSACHUSETTS 


CHICAGO, 38 North Clinton Street 
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NESCO goes on the air 


to sell for you 









Programs of delightful 


entertainment and Foree- 


ful Selling to be Broad east 


from 35 Important Stations 


Becwninc in February in the South and in 
March in other sections—Nesco goes on the air with 13 
powerful weekly programs. In the territory covered there 
are more than 10,000,000 radio receiving sets, according 
to the recent United States census. 


Nesco advertisements are also appearing in a group of 
strong national magazines with 6,500,000 circulation— 
among your customers in small towns and rural districts. 


Many improvements and refinements have been built 
into the new models of Nesco Kerosene Stoves and 
Ranges now offered for the first time. They have style and 
beauty. They cook everything quickly, easily, and eco- 
nomically. Positive burner regulation gives every desired 
degree of heat, Nesco blue direct-contact flame applies 
heat directly, Dubl-Hot Burners give more heat when 
needed, and Rockweave Wicks are long lasting and non- 
burnable. 


For the first time Nesco offers a full-sized, five-burner 
range to sell at retail for $42.00 (with slightly higher 
prices in distant territories)—the No. 50 Special Leader— 
finished in pleasing pastel green and black—with fast 
baking roomy oven. 


Dealers find it to their advantage to join in our new 
Co-operating Dealers’ Sales Plan, which enables them to 
earn extra bonuses up to 10%. You can qualify on an 
initial investment of approximately $100.00. 


Your jobber will be glad to tell you about the big profit 
possibilities of selling Nesco Kerosene Stoves and Ranges 


National Enameling & Stamping Co., Ine. 
273 North Twelfth Street Milwaukee, Wisconsin 
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13 Powerful Weekly 
Radio Programs. 


e 
Strong Magazine 


Advertising Campaign 
to 6,500,000 Prospects. 
& 

New Models Nesco 
Kerosene Stoves and 
Ranges Better ' than 
ever Before. 


New Five-Burner 
Range to Sell for $42.00 
Retail. 

e 

Ask about the new 

“C.D” Plan. 
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———— UNIFORM. SPACING ————> 





LINE WIRES 


INTERLOCKED 
NON-SLIP JOINT 


DOUBLE CABLE SELVAGE 


LINK YOUR STORE with 
this ADVERTISED LINE , 


Boost your netting sales and profits by linking 
your store with the U. S. Poultry Fence national 
advertising campaign now underway in leading 
farm and poultry magazines! 





Just follow this simple merchandising “hook-up”: 


(1) Carry ample stocks of U. S. Poultry 
Fence to meet demands; 


(2) Display U. S. Poultry Fence in your 
store; 


(3) Make use of Newspaper Advertising 
Electros, Window Cards and Folders 
which we furnish FREE! (Note: This ad- 
vertising material sent postpaid to U.S. 
Poultry Fence dealers upon request.) 


U. S. Poultry Fence consumer advertising is be- 
ing read by more than 5,000,000 potential 
buyers .. . Returns to date forecast a greater 
demand for this modern, straight-line netting 
in 1931 than ever before. Now is the time to 
“cash in” on this ready-made market. 


Remember—U. S. Poultry Fence costs no more. 
Ask your jobber or write us! 


U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. 


INDIANA STEEL & WIRE COMPANY g 


Muncie, Indiana V4 


US. Poultry Fence / 


“The Netting That Stands PAlone” 


Makers also of 


IMPERIAL FENCE 


Farm, Poultry and Lawn Fence, Flower Border 
Trellis, Steel Posts, Gates 
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PROFIT FOR YOU— 


and a Better Table for Them 
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“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMONS 
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1931's Challenge 


To Your Business Judgment 


Buying habits have changed. 1931 has ushered 
in a new type of buyer—a more discriminating 
customer than you have ever had before. This 
new condition presents a problem to every 
hardware dealer in the country. Many progres- 
sive merchants have recognized this new con- 
dition and in it have seen a rare opportunity— 
an opportunity to increase their business in 
1931 by capitalizing on this changed buying 
attitude of the American public. 


Quality merchandise will get the 1931 business. 
Your 1931 customers have learned a lesson in 


Hanover Wire Cloth Co. » y 


thrift—they know the economy of quality mer- 
chandise—and quality merchandise is what they 
are buying. The hardware dealer who stocks 
and pushes quality merchandise in every line 
will reap the benefit in sales at the expense of 
his less far-sighted competitors. 


Hanover Wire Scteen Cloth has been a leader 
in quality, of long standing. This complete line 
will help you to build greater sales volume in 


-1931 by meeting the consumer demand for 


“lifetime” quality. Write to us for complete 
information or ask your jobber’s salesman. 


Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New York City 
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HE New “Special Delivery’”— 

a 34-ton International—is ready 
to make your deliveries to suit you 
and your most exacting customers 
to perfection. 


Here is a modern truck built to 
meet modern business and traffic de- 
mands. Quick in getaway and quick 
in stopping, easy to park, easy to 
handle on crowded streets, and with 
plenty of speed for the open road. 


It rides easy, yet auxiliary springs 
cushion capacity loads safely under 
all road conditions. It drives easy, 
with its improved steering construc- 
tion, longer gear shift and emer- 


Fast Delivery Service with 
the NEW “Special Delivery” 


The New International ‘‘Special Delivery,” 
Type C body with screen sides. Panel, ex- 
press, and stake bodies are also available to 
meet the various requirements of light haul- 
ing service. 





gency brake levers, and 4-wheel 
brakes. The improved engine and 
new transmission deliver greater 
power than ever before. The wheel- 
base has been lengthened to 136 
inches, permitting mounting of 
roomy bodies to suit all jobs. 


The nearest of 183 Company- 
owned branches in the United States 
and Canada or an _ International 
dealer will gladly show you the New 
“Special Delivery,” as well as the 
other modern models in the Inter- 
national line which range up to the 
big 5-ton Heavy-Duty. Catalogs 
sent on request. 


INTERNATIONAL HARVESTER COMPANY 
OF AMERICA 


(Incorporated ) 


606 So. Michigan Ave. 


Chicago, Illinois 
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“What brand of hardware 
do you prefer?” 


Here is what happened when the “AMERICAN BUILDER” asked 
a representative group of its subscribers this question: 





50 


23 
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89 said acy preferred CORBIN 
“oe Brand B 


66 6¢ 66 


71 divided their favors among 16 


minor brands 


C 
D 

















—_.” the answer? Nearly 
twice as many builders prefer 
Corbin as any other brand. Think 
what this can mean to you, if you 
handle the Corbin line. 


Why do nearly twice as many builders 
prefer Corbin? Here are a few of the 
reasons: 


(1) Corbin is the best-known, larg- 
est-advertised, largest-selling brand 
of builders’ hardware in the world. 


(2) Corbin saves builders money 
in installation costs. If you want to 
find out why, ask a builder. He will 
tell you that if he has the same man 
install a cheap lock and then a 
Corbin lock, he notes a difference. 
With the Corbin lock there is no 
fumbling around; no trying to make 
screws catch in the edge of a mortise 
placed so near the screw hole the 
wood won't hold; no filing; no time 
wasted tinkering. What is true of 
locks is true of every other item in 
the Corbin line. 


(3) Builders know that dealing 
with a Corbin merchant saves them 
time.They know that Corbin makes 
the world’s most complete line of 
builders’ hardware. They know that 
they can always get what they want 
through a Corbin dealer. Put your- 
self in a builder’s place and you will 
understand what this means to him 
year after year—in time and book- 
keeping. He has just one firm to deal 
with; just one decision to make; just 
one bill to meet. 


(4) Corbin makes sales easier for 
builders. Their prospects have to 
judge the quality of a builder’s house 
by little details. So, when builders 
talk about the care with which they 
have built a home, they clinch it by 
saying: ‘For instance, look at the 
hardware. It is not cheap or flimsy. 
It’s Corbin throughout.”’ This im- 
presses people. Note this comment 
from a New Jersey builder: "We know 
that you will be glad to hear that the 
house in which we installed Corbin 


hardware in Montclair was sold at 
a price of $80,000. We feel that the 
installation of Corbin hardware was 
one of the determining factors in the 
purchase of this home. We are plan- 
ning another high-class speculative 
home and intend to install your 
product.” 


Obviously, if Corbin hardware in- 
fluences the sale of $80,000 mansions, 
you can see how much more powerful 
an aid it is in swinging a sale of an 
$8,000 or a $18,000 home. Remember 
also that builders have to use some 
kind of hardware anyway and they 
know that the difference between 
Corbin hardware and the flimsy kind 
is less than 1% of their cost to build. 


It pays builders to use Corbin hard- 
ware, and it will pay you to sell it. 
Make up your mind that you are 
going to make more money in your 
Builders’ Hardware Department from 
now on. Write us today for full in- 
formation regarding the Corbin fran- 
chise. 


P. & F. CORBIN "38" NEW BRITAIN, CONN,, U. S. A. 


NEW YORK 


The American Hardware Corporation, Successor 


CHICAGO 


PHILADELPHIA 


Makers of the world’s most complete line of builders’ hardware 


©1981, P. & F. Corbin 





or a oe ree acne 


GOOD BUILDINGS DESERVE GOOD HARDWA 


RE 











( 


N 














HARDWARE AGE for MARCH 19, 1931 











Cloth 


VERY old installation of screens where the mesh is large enough to 
permit a small but active mosquito to do hand springs through it, is 
a prospect for you. Include in your line Gold Strand Fine Mesh Screen 
Cloth. You will open up a new market .. . sell 
screen cloth at a profit to folks who thought they 
were protected. When they see it, they will buy it. 












AMERICAN WIRE Fasrics CORPORATION ji 
Subsidiary of Wickwire Spencer Steel Co. 
41 East 42nd Street, New York City 


Buffalo Chicago Cleveland Tulsa Worcester 

















° 1 ° Ask your jobb le 
Pacific Coast Headquarters: San Francisco jor ¢ supply of these dust. 
_ Fy nee books. 
e gi th 
Branches and Warehouses: Los Angeles, Portland, Seattle 10 you FREE. 9 





GOLD STRAND SCREEN WIRE CLOTH W 














Black Painted American Galvanized American Gold Strand Hard 
American Gold Strand American Gold Strand Copper * 
Galvanoid Bronze * * In light and dark finish 
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All Agate Casting Rod, No. 14, 4-6 feet 





Fishing Tackle 
that Brings Repeats 


There’s a whale of satisfaction in selling 
UNION Hardware Fishing Tackle. It re- 
tails at popular prices and brings repeat 
sales because it pleases every customer. 


The 1931 UNION Hardware line com- 
prises Steel Rods in the following types: 
Fly, Casting, Telescopic, Muscallonge and 
Trunk Rods, also Split Bamboo Rods for 


every requirement. 


Special attention is called to our surf and 
salt water Split Bamboo Rods which are 
meeting with unusual success. 


Reels in the best selling patterns, includ- 
ing a fine assortment of Fly and Casting 
Reels for fresh water fishing. 


Your jobber will supply you. Send for 
catalog No. 13. It describes the complete 
line. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
Established 1854 Incorporated 1864 


Torrington, Conn. 
New York Office: 151 Chambers Street 











No. 150 Fly Reel 


A high grade Trout reel, single action 
with click, light weight frame and 


spool; strongly made. 2 sizes: 60 and 
80 yard capacity. Nickel plated or 
Gun Metal finish. Packed one in box. 


& : + 





No. 7225 


A level winding reel of quality. 
Nickel plated, satin finish. Quadruple 
multiplying with click. A well bal- 
anced double handle. Free running 
and durable. Capacity 80 yards. 
Packed one in box. 





No. 7200 


A quadruple multiplying reel for 
general fishing. Long shape frame 
and barrel with click. Strong and 
free running. Satin finish. Capac- 
ity 60 yards. Packed one in a box. 
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MAKE YOUR TRIP to tHe 


AMERICAN HARDWARE MANUFACTURERS’ 

ASSOCIATION CONVENTION AT THE 

EDGEWATER GULF HOTEL, BILOXI, MISS. 
APRIL 20 TO 23, 1931 


one of pleasure and delight. Use the 


NEW STEAMSHIP ‘‘DIXIE?? 


of the 
SOUTHERN PACIFIC STEAMSHIP LINES 
‘*MORGAN LINE’’ 


leaving New York Saturday, April 11, at 12:45 P.M. (Noon Hour) and 
arriving New Orleans the following Friday morning, the 17th. Spend six 
wonderful days of rest and recreation on the new and modern S.S. DIXIF, 
an ocean voyage in home waters. Enjoy the meals on the DIXIE com- 
posed of the choicest viands of the two leading markets in America, 
New York and New Orleans. Then enjoy a day, or two or three days, 
in that quaint and delightful City of New Orleans, as romantic in char- 
acter and aspect as any in the Old World. Then on to Biloxi to enjoy 
the beauty and balmy climate of the Mississippi Gulf Coast. 


Return to New York by train, or go back to New Orleans and 
return to New York on a Southern Pacific steamer, leaving 


New Orleans every Wednesday at 10:00 A.M. 
Round trip, going one way by steamer, returning all rail, with 


Ce eee eer OEE er Peer erry $111.34 
Round trip to New Orleans, both ways via steamer— 
a, Re ee $ 94.50 
IE is pines Hc dekrs eiveveele ces 110.00 


If you live in the interior, let us give you the circle tour fare 
from your home town, using train to New York, steamer to 
New Orleans, returning home by train with stopover at Biloxi. 


All fares include meals and sleeping accommodations on steamer. 


For detailed information and literature write or phone 


SOUTHERN PACIFIC STEAMSHIP LINES 


531 FIFTH AVE., OR 165 BROADWAY, NEW YORK 
PHONE MURRAY HILL 2-8400 
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Edgewater Gulf Hotel 


Edgewater Park, Miss. 


Extends a hearty welcome, for the third time, to 


THE SOUTHERN HARDWARE CONVENTION 


April 20-23. 1931 


Purchase your tickets and check your baggage direct to 
Edgewater Park, Miss. 
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ne for the doctors themselves 


W.W. Orr Doctors Building 
at Atlanta, Georgia . . 
LUSTRAGLASS clear sheet 
window glass was specified 
for all windows. 





aa & 
abe Architects, Pringle & Smith; 


Cooledge & Sons; Agents, 
Adams Cates. 





In Atlanta, window glass was called for a 
*‘show down.”’ There was to be no guess 
work in deciding what make to use in the 
W.W. Orr Doctors Building. Many brands 
were considered and considerable investi- 
gation was carried on regarding the merits 
of LUSTRAGLASS. The result was that 
owner, architect, builder and glazier all 
decided in favor of LUSTRAGLASS. The 
reasons for their selection were threefold. 
LUSTRAGLASS is the ‘“‘whitest”’ of all 





LB 
i so) a Contractors, Southern Ferro 
PAD 8, Concrete Co.; Glaziers, F. J. 
‘ i i 
ey Y 


a 


glass made for windows... It transmits 
more daylight and more of the ultra- 
violet rays of sunlight, yet LUSTRAGLASS 
costs no more than any good window glass. 
The hardware man who stocks LUSTRA- 
GLASS can reasonably expect that the 
attractiveness this product has for every 
home owner will bring prospective hard- 
ware customers into his store . . . cus- 
tomers of real buying power. Our booklet 
A-430 will interest you. Write for it. 


AMERICAN - WINDOW - GLASS - CO. 


Farmers Bank 


Building Ground and Chippe 


Also makers of Armor-Lite Scatter-Proof and Bullet-Proof Glass, Tintaglass, 


Picture Glass, Photographic Dry Plate Glass, %&" and 1%" Crystal Sheet, Pittsburgh, 
‘i Glass, Improved Quartz-Lite and Bulb Edge Glass. Pennsylvania 
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THAT SPREADING 


OPTIMISM 





Note: The above is a reproduction of a hand painted panorama 14 ft. wide and 8 ft. high, which we displayed at the recent Ohio Hardware 

Association Convention. In the center of the front panel appears a photographic enlargement from a Cleveland newspaper of 1835, announcing 

Geo. Worthington’s move to a new store, a move from the original store he opened in 1829. On one side of this we have pictured that original 

store as it probably looked, while the other side shows scenes from our present plant. Above are the five stores which this Company has 
occupied in the past hundred and two years. 


S omEBODY said he thought things 
“weren't as bad as they had been.” 
Somebody else allowed as perhaps that 
was so. What they said reached the ears 
of Number Three who passed it on with 
the added statement that he saw definite 
signs of improvement. Pretty soon 
everybody had heard this rumor. It was 
enlarged on. The Spirit of Optimism 
driving out the Spirit of Uncertainty 
and Fear. What was at first Fancy be- 
came Fact. Prosperity had returned. 


Weare not forecasters. Whether or not 


business is at last on the up-grade we do 
not know. We believe, however, that 
the next few months will be vitally im- 
portant—that they will show a reason- 
able profit to the dealer who is not afraid 
to go out after business that is to be had. 
To do this he must have an adequate 
stock of seasonable merchandise — at- 
tractively priced “specials’”—attention- 
getting windows. 


That is why it is so much to his advan- 
tage to work closely with a jobber who 
can supply these things. 


THE GEO. WORTHINGTON COMPANY 


1829 





CLEVELAND 


1931 
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Home Dry Cleaning 
and Washing Machine 


and a marvelous new dry-cleaning fluid that’s 


Absolutely Safe and Non- Explosive 


is a sweet ring-up on any dealer’s register, and it isn’t 
hard to get with this new Eversafe Home Dry-Clean- 
e ing Machine. With this efficient little outfit house- 


wives dry clean their gowns and dresses at home in 

10 to 15 minutes—dry clean almost instantly hats, scarfs, 

West of the Missis- 1€S—and so many other things they’ve always had to send 
sippi and south ofout to the cleaners. The savings they make are big; in 
Tennessee $5.95. fact, the Eversafe pays for itself the very first time it’s used. 

Extra large capacity, holding 3 gallons; strongly constructed, nothing to get 
out of order, rustproof plated within and without, and beautifully finished 
in lacquered Jade green—actually a better machine, than those selling at 
much higher prices. Each sale, of course, promotes a sale of Eversafe Non-Ex- 
plosive Cleaning, Fluid— 
a superior cleaning agent 
that’s both quick and 
safe. The $1.95 retail price 
per gallon contains a 
generous profit for you. 
As a_ special Sheffield 
selling feature, with each 
can of Eversafe comes a 
FREE package of Clar- 
ifying Powder, thus en- 
abling the purchaser to 
use the liquid over and 
over again. Springtime 
offers you a quick start 
on this profitable busi- 
ness. ‘And strikingly un- 
usual display material 





) DAYS FOR ITSELF & 
| FIRST TIME USED 





Here are the two strikingly colorful display 
Signs given in the Introductory Order men- 
tioned elsewhere on this page. Silent sales- 





men with a wallop! 


enables you to multiply 





Eversafe 
Clarifying Powder 


Sheffield again leads the field 
by giving to each of your cus- 
tomers buying Eversafe fluid 
a big 25c package of Eversafe 
Clarifying Powder absolutely 
free. This enables them to 
use the fluid over and over 
again—and builds repeats for 
Eversafe! 


A New Big-Profit Item That’s Sweeping the Country 





Suggested Dealer’s Introductory Offer 


3 Eversafe Home Dry Cleaning and Washing 

Machines 14 
6 1-gal. Cans Eversafe Dry-Cleaning Fluid.. 11.70 
6 Combination Packages Eversafe Spot and 





Be ONE ica desserecocverissies a 

NE OE a incck0 a hereadeesedecs even $31.05 
ENG FROM. hace Ake nap here Han cthws 55U4eS 20.70 
WO DUOEE sin 656.53 saeeusadaesasn she cae 10.35 


Included with above are 6 packages Eversafe Clari- 
fying Powder and beautiful Display signs shown 
elsewhere on this page. 

NOTE: Send your order to us, giving name and 
address of jobber you want it billed through. 











CLEANING 














An Eversafe sale is safety, and economy, too, for one gal- . 
lon of Eversafe used according to directions will do more 
cleaning than 5 to 7 gallons of Naphtha. 


Eversafe Spot 
and Stain Remover 


There are certain spots which 
ordinary dry cleaning will 
not remove, such as_ ink, 
paint, grease, coffee, etc. 
ava Thus every owner of an 
Eversafe Home Dry Clean- 
ing Machine needs this 
special cleaning combination. 





PvEREAFE SPOT 
eaters 

















Be soe ONT en as ons tt 
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sales. Get started NOW. 


THE SHEFFIELD PRODUCTS CoO. 


Venning Court, Cleveland, Ohio 
Affiliated with The Sheffield Bronze Powder & Stencil Co., Cleveland, Ohio, and Toronto, Canada 
Special Pacific Coast Representatives and Distributors: 
Panama Lamp & Commercial Co., 1066 Mission St., San Francisco 


Retails at 75c. a package. 
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QUALITY 
PRODUCTS 
Beware of imitations 








Shellie 






ORIGINATORS 
of BRONZE POWDERS in GLASS TUBES 












The new ‘‘Slide-Off’’ 


TRANSFER SETS 


(No varnish or adhesive necessary) 










Very popular because of their 
beauty, and ease of use—"Sim- 
ply Dip in Water, and Apply.” 
All waterproof oils. Only 25c 
complete set. Stunning Jade 
Green lacquered miniature 
Breakfast Nook Bench with 33 
samples of loose-leaf sets 
ringed to bench back—given 
FREE with 


Dealer’s Complete Assortment 


$4 ate NET 
50% Profit 





Combination cans 


GOLD OR 
SILVER 
PAINT 


40% Profit 







70c seller 





40c seller 
Every can 


contains a wide- 
25c seller necked jar of Bronz- 
ing Liquid and a sep- 

arate carton of Bronze. 
















FREE 
Metal R A Finest and largest combination 
etal Revolving packages ever offered. Made of 
Sheffield superfine pure 
metal bronzes, and 


Display Stand 
- Sheffield heat-resist- 
ing liquid. 






You'll be 
surprised with sales 
you'll get on 


BRONZE 
POWDERS 


the minute you start dis- 
playing this attractively 
lacquered metal revolving 
Counter Display, contain- 
ing the most popular sell- 
ing colors, in LARGE 
GLASS TUBES. Also 
Bronzing Liquid and Ba- 
nana Liquid in popular 
priced bottles. Display 
given FREE with 

Dealer’s Complete Ass’t. 


$9:74 NET 


eeceecoeceo |: 
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- 


. 


ww G & & 
2e€ COSC 60068 | 





ANNOUNCING: 


Another fast seller in the great SHEFFIELD Quality Line 


IRON ENAMEL (ix 


Brilliant, heat-resisting, quick-drying En- 
amel for stovepipes, ranges, furnaces, etc. 
Elastic, weatherproof and rust-resisting. 

















Dealer’s Complete 
Assortment 


of 12 4-pt. 15c cans, 36 %- 
pt. 25c cans, 24 I-pt. 40c 
cans, and 6 I-qt, 70c cans at 


$45-5° NET 


Sells for $24.60 Included: Miniature Range of sheet 
steel beautifully lacquered in jade 
green, with stovepipe partly 
enameled, 3 cans attached, 
and rear compart- 
ments for stock. 











10C Tubes of 


PURE OIL 
COLORS 


*§ Ground in Pure 
Linseed Oil”’ 





20 popular colors. Each tube 
lithographed in its own color. 
Jade reen lacquered metal 
stock-display cabinet (16”x11%” 
x4”) with individual compart- 
ments—also beautiful Color Card 
given FREE with 


Dealer’s Complete Assortment 


162° 


Deuble Your Sales on 


PaTcHING Woop 
and TILE CEMENT 


with this new all-steel, brightly 
lacquered and decorated self- 
selling and_ stock-containing 
swivel Cabinet. May either be 
hung up or stood on counter. 
Given FREE with Dealer's 
Complete Assortment of 24 4- 
Ib. 25c cans Patching Wood; 
12 \4-lb. cans Tile Cement; 12 
25c tubes Patching Wood; 12 
10c bottles Lacquer Thinner; 
1 1-Ib. 75c can Patching Wood: 


$9:30 NET 


















Slightly higher west of the Mississippi and south of 
Tennessee 


If it’s a Sheffield Quality Product, it sells quicker FREE 
REMEMBER - . . you make more on it . . . and it repeats. - - 
Order from your jobber. Jobbers, write for discounts. Metal Revolving Display Stand 








THE SHEFFIELD BRONZE POWDER and STENCIL CO. 


5817 Kinsman Road, Sheffield Bldg., Cleveland, Ohio 


Canadian Factory: 426 Queen St., E., Toronto 


Special Pacific Coast Representatives and Distributors: 
PANAMA LAMP and COMMERCIAL CO., 1066 Mission St., San Francisco 
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STANDARD 
- For 75 Years 


LiLbeyY 
LADDERS 








if you appeal to your 
Customer’s PRIDE! 


A CUSTOMER buys a can of paint or varnish. Shoot- 
ing for the extra sale you suggest the right brush for 
the job. An objection is raised to the price .. . and 
then what happens? 


If you let him take a cheap brush you both lose. Often 
the mention of just one good reason will clinch the sale 
of a better brush . . . Point out the fact that the brush 
is every bit as important as the paint—that a good 
brush makes any paint job look better, no matter who 
handles it. 


You'll find that it is easier to sell the better brush if it’s 
a RUBBERSET. People know that name. Often it’s 
the only brand name they can mention. They know it 
means a brush with “bristles that can’t come out”... 
Put a RUBBERSET into the customer’s hands. Let him 




















are not ordinary lad- 
ders. They are un- 
usually well designed 
to place the strength 
where the stresses 
and strains come and 
for easy handling. 


They give rigid, supe- 
rior service, and pro- 
vide additional safety. 
Their longer life 
makes them cheaper. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 











feel it—that helps make sales. Ladders 
RUBBERSET makes the right brush for every need . .. Trestles 
at the right price . . . and with a good profit for you. Extension Trestles 
Extension Planks 
: Toothpick Stages 
How the Better Brush Proves its Worth— P e 
Swing Stage 
ie makes any paint 6 It i produces a more Platforms 
or varnish job look uniform paint film and z 
better. more uniform color. Scaffolding : 
2 It makes painting 7 It reduces the chances Interior { 
<a of spattering and . F 
me streaking. Scaffolding : 
3 It saves both paint and 8 . makes I oomqgel and Adjustable Jacks j 
time. cleaner edges. " 
a3 iia in anes alk: It lasts longer than Safety Platform 4 
pa nay = rages several cheap brushes. Step Ladders 5 
10 It’s easier to clean and Etc 
5 It won't shed its bris- keep in good work- ° 
tles. able condition. 
SAFE STURDY RELIABLE 








(Write for illustrated catalogue and prices) 





RUBBER 


TRADE MARK 


PAINT AND VARNISH BRUSHES 
“The World’s Standard” 


RUBBERSET COMPANY, NEWARK, N. J. 


The JOHN S. TILLEY LADDER CO. 
Watervliet, New York 
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Preparing the way for greater 


Kyanize PROFITS! 


IN TRANSFERRING paints and enamels 
from a dealer’s shelves to the floors and 
woodwork of his customers’ homes, no 
factor is more important than advertising. 
* * *& Realizing this, the Boston Varnish 
Company this year is reaching a larger 
audience than ever before through its 
National Spring Campaign in The Satur- 
day Evening Post, The Country Gentle- 
man, Good Housekeeping, Better Homes 
and Gardens, Woman’s World and Popu- 
lar Science Monthly. Through these maga- 
zines, between February and June, the 
Kyanize message will come before at least 
35,822,958 home-makers and home- 
owners! * * %& This campaign was care- 
fully planned to strike a new note in paint 
advertising. It was designed to make 
people not merely “paint-conscious,” but 
self-conscious concerning the need of 
their homes for finishes in general and for 
Kyanize finishes in particular. * * * At 


the same time, the copy vividly depicts 
the beauty and utility of Kyanize prod- 
ucts, as well as the ease with which they 
can be applied, and the amazingly short 
time it takes them to dry. * * * This 
1931 Kyanize advertising is certain to 
create a widespread demand for the 
Kyanize line. Take advantage of this 
demand! Prepare for it—by stocking 
your shelves with a profit-making supply 
of Kyanize products. The new Kyanize 
advertising opens the way for greater 
Kyanize sales—and greater Kyanize sales 
mean greater Kyanize profits for you! 





BOSTON VARNISH COMPANY 
122 Everett Station, Boston, Mass. 


Gentlemen: Please send me full particulars con- 
cerning your complete line of dealer helps for the 
handling and selling of the Kyanize line. 


io Ph ae ee A ee ee 
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City =—— 
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122 EVERETT STATION, BOSTON, MASS. 
CHICAGO WAREHOUSE AND OFFICE—1524 S. WESTERN AVENUE 


BOSTON VARNISH COMPANY 
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Roail to Prefuse! 


A DISPLAY of Excelsior Brushes is a doubl 
road to profits. 
































First, they are an easy-selling, profitable line in 
themselves. 








Then each sale gives you a chance to sell a bill of 
paints, varnish, etc. 














And, on the other hand, each sale of paints and 
varnish is an opportunity to sell some Excelsior 
Brushes. 







EXCELSIOR BRUSHES sell quicker, because they 
give your customers more for their money. Quan- 
tity production cuts costs to the point where 
HIGHER QUALITY is possible WITHOUT 
HIGHER PRICES. 











Only the most perfect materials are used—the 
finest grade of Chinese Bristles, gripped in a firm 
setting of pure vulcanized rubber. 









Start out on this double road to profits, by dis- 
playing Excelsior Brushes in your store. 


SE XCELSIO 


MARK 





4 
ee 
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PAINT AND VARNISH BRUSHES 


Made by Edward E. Robinson 
347 West Broadway, New York City 


Ask Your Jobber 


for Prices 

































ALL-PURPOSE ... 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 


QUALITY—PRICE—PROFIT 


Recommend Them 


Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Est. 1827 


Jersey City, N. J. 


Ox > | 
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T STARTS this month and con- 
tinues right through the fag 
end of 1931 —the second na- 
tional advertising campaign of 
Double X Floor Cleaner. Bigger, 
hetter, broader-backed than ever! 


Picture the cold-cash effect of 
a year-through campaign in such 
dominating magazines as The 
Saturday Evening Post, Better 
Homes & Gardens, House Beauti- 
ful! A couniry-circling campaign 
that will bring home the story of 
Double X to the tune of fifty mil- 
lion strong! Fifty million sales- 
tales that will make people read, 


heed, buy ... that will bring more . 


DOUBLE X FLOOR CLEANER 





people into your store and more 
money into your cash drawer! 


Why not harness this powerful 
program of: advertising and put 
it to work for you? Keep Double 
X to the fore of your store! Dis- 
play it in your windows—on 
your counters! Show Double X... 
talk Double X...sell Double X! 


And — use it at home yourself! 


Ask your jobber for prices and 
ask us for our 1931 edition of 
full-color display helps that sing 
out and sell! Schalk Chemical 
Co., 357 East Second Street, Los 
Angeles. Eastern Branch: 3932 
South Lincoln Street, Chicago. 
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Everything on Wheels 





The Complete Line 





Spring will soon be here. If you are not supplied with a complete assort- 
ment of BLUE STREAK Tubular Velocipedes—you’ll miss sales, 


Good Jobbers everywhere carry the BLUE STREAK Line. 


“he TOLEDO METALWHEEL C0. Yoledo, 0. 


Distinctive Children’s Vehicles Since 1887 
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Wish | had a 


Hundred \tems 
like /hese 




















No Hardware 
is Genuine 
7 a ee 4 
QUALITY 
Without the 
Red Label 
















—that expresses the opinion of dealers 
who are selling Frantz Cupboard Catches. 
Every one of them is enthused because 
he knows what a stock of these unique 
devices can do—he has seen them de- 
velop an amazing volume of profitable 
business. 


Frantz Catches fill a long felt need for 
improvement in design over the common 
“cupboard turn”—a fact that has been 
proven conclusively by their immediate 
acceptance everywhere. It is the mod- 
ern home builder’s desire for the last 
word in convenience and attractiveness 
that makes these unusual catches sell. 
A single demonstration with a counter 
model invariably makes a sale. 
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The next time a Frantz representative 
calls on you, ask to see samples of these 
fast selling items—or write Dept. H-3B, 
today, for information and prices. 






Frantz Mfg. Co., Sterling, Ill. 





FRANTZ MFG. CO., Dept. H-3B, Sterling, Ill. 
Your line of fast-selling Cupboard Catches interests me. Send de- 
tails and prices (no obligation). 
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\, MANUFACTURERS 
A SALES MANAGERS 
\ ADVERTISING 
MANAGERS 
SALESMEN 
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FOR GREATEST SALES SUCCESS 


USE A CORRECT UP TO THE MINUTE 


—MAILING LIST— 


HARDWARE AGE VERIFIED LIST 
Of Wholesale and Retail Hardware Dealers Is Such a List 


IT’S VERIFIED 


Costs $20,000.00 Annually to Maintain. The Eleventh Edition Is Now Available. 


at 15:22 PER COPY 


Worth More Than $250.00 Per Copy on Basis of Mailing List Houses Prices 


ORDER NOW 


USE THE COUPON ORDER BLANK 


HARDWARE AGE (Verified List Dept.), 239 W. 39th St., New York 








Please mail —— copies of the Eleventh Edition of Verified List of Wholesalers and Retailers. Price $15.00 each, postpaid. 

PE ans 05k hu cise ssbe ks netnnavbs sn bVEbabcaas cas Rebbbokebesasacencsaresasees DD sista GaN re dab wan Thecus aweowas cabbies weeehiseete NG 55 V5 icnssipswaheaar ee 
PN Kisccnphrccnodiadpussens pinadendinnsnnsecactesspacdncesceehssepiees: ~ SEMNMID el aiiswskcedsadea de ceb tad Fen oh dads aeeapacert soene 
Hardware Verified List of Wholesalers and Retailer: ispensable economic direct-by motion w roc any new and desirable prospects for 
salesmen’s calls. yo sales pasnew should on desk, and every salesman coul: ‘ably carry fi f book 7 x 10% inches. Since the 
remeee, tees ime setsiebed, there ave been more than 10,000 additions and corrections, and thes appear in rf on W IS THE Ti START YOUR 
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. "HIS year a large farm fence “profit cake” awaits our dealers. 

A 5 ns A i wy An advertising campaign— more remarkable than any issued 

in the past—is the knife that will help Zinc Insulated Fence 

dealers cut an extra big slice. Early Spring will find this cam- 

M4 N i F TO paign in full swing — with full page advertisements in colors 

appearing in the leading farm papers—the most striking fence 

campaign ever published. Write at once for full particulars— 

Help Ze, C/ learn why Zinc Insulated Fence dealers sell more fence than 
any other group. 





CUT THE 1931 FARM FENCE PROFIT CAKE 


—— ® 











AMERICAN STEEL & WIRE COMPANY 
208 South La Salle Street, Chicago SuBsiDIARY OF UNITED JUASSTATES STEEL CORPORATION And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Building, San Francisco Export Distributors: United States Stee! Products Company, New York 
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12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands 
of Screen Cloth 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


Ever Heard of 
“Life Insurance” with Sereen Cloth? 






Selling 


GRAY-WICK Wire Screen Cloth is made extra 
durable to give your customers a life-time of serv- 
ice. Made from FULL GAUGE Copper Alloy 
Open Hearth Steel Wire drawn in our own mills. 
We draw the wire one-quarter gauge OVERSIZE 
for strength. 


We give the wire 8 to 10% ZINC Coating and 
enamel it with White Transparent Varnish—a 
double protection against corrosion. We control 
every operation. 


Our policy is to make GRAY-WICK so rust-resist-- 
ing and serviceable that you virtually sell “Life In- 
surance” with every roll. 


Made in all widths in even inches from 18” to 48” 
inclusive, double selvage. Extra wide widths, 54” 
and 60”. 


Your Jobber will supply you. 
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nT FACTORY 
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You'll soon NEED 
this big new display 
of the Famous Gardener 
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Youll savetin’ ‘the long run 
wit 


with 


EN NNSyanvA 


Craibigy 
EAN OVERS) 





With spring just around the corner, 
should order NOW this big, new, full-color, 
mounted ‘display of the famous PENNSYL- 
VANIA Gardener. It will help you to identify 
your store with PENNSYLVANIA Quality and 


to make this buying season a profitable one for 


you 


you. 


Ask also for our complete new package of 
1931 “Dealer Helps,” including attractive new 
car cards, new counter or window display cards 
and a new, two-color, 16-page booklet for mower 
users on care of the lawn. 


In writing for this advertising material, which 
is yours for the asking, be sure to give your job- 
ber’s name and the names of any PENNSYL- 
VANIA brands you carry and to enclose a proof 
showing any imprint desired. 


PENNSYLVANIA LAWN MOWER WORKS 


Primos, Delaware County, Pa. 


ENNSYLVANIA 


Quality 


LAWN MOWERS 


























CAPTURE 
THE EYE 
FIRST? 


I. was a wise salesman who 
said—“one look is worth a 
thousand words.” Most sales 
start with seeing—then comes 
hearing. 





The most valuable space in 
any store is in the windows. 
And they should be working 
every day. You must get atten- 
tion before any one can be in- 
terested or sold. 


Remember to show uses and 
results as well as products. To 
get the attention of home work 
shop enthusiasts—good saw and 
tool buyers—why not get the 
things they make and are proud 
of? Ship and coach models, 
furniture, cabinets—put a card 
on each showing who made it 
and show saws and tools with 
this display. 


Before you know it you will 
have a crowd of prospective 
buyers interested in what you 
have to sell. 


Don’t expect one display te 
do the work. You are just 












starting when they look. But 
you are sowing the seeds of 
sales to come. 


Get names of those who are 
interested in the value of qual- 
ity in service. See that they 
read the ATKINS SAW BOOK. 


You will find them interested 
in “Silver Steel” and “taper 
grinding” in ATKINS SAWS 
and begin to build customers— 
not “bargain buyers” but regu- 
lar business in good saws and 
tools. 


And you will find this the 
most interesting and profitable 
business in the world—making 
buyers out of lookers. 


L§ 





PACKED WITH GOOD PROSPECTS 


§ SAYLES’ message next week centers around that important public 
utility—THE TELEPHONE. He talks about your phone as a sales supplement 
and suggests that you use it for making “dates”—but “business dates,” if you 
please! Don’t miss this talk. It will probably offer you some worthwhile food 


for thought. 


Would you like to receive the complete series of Sam Sayles talks? Send us 
your name and business connection, and we will put you on our FREE mailing 


list. Of course, there is no obligation. 














Featherweight 
Plastering Trowel 





Tie newest in Plastering 
Trowels is the Atkins 
FEATHER WEIGHT 
TROWEL, No. 15. It has an 
extra high grade aluminum 
mounting that makes the 
trowel extremely light, yet 
has the same or _ greater 
strength than the heavier 
trowels of older patterns. 

A SILVER STEEL blade 
that holds a true edge, wears 
well, is finely tempered, well 
balanced and beautifully pol- 
ished. 

The mounting is securely 
fastened to the blade with ten 
rivets. 

Has curved handle or nat- 
ural hump that fits the work- 
ing position of the hand, 
ene. sanded natural fin- 
ish. 

No. 16 is the same, except 
has a straighter handle. 

Made in sizes 1014 x 44 
inches; 11 x 434 inches, 1114 

x 434 inches and 12 x 4 inches. 
Thickness 23 x 25 gauge. 


THERE IS NOTHING 
FINER MADE 

Plasterers everywhere are 
demanding lighter trowels. 
Show them Atkins Feather- 
weight Trowels of SILVER 
STEEL. 

There is a best in every- 
thing and in Trowels—it’s 
ATKINS. 

Full details of At- 
kins line of Plaster- 
ing Trowels will be 
sent you on request. 
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Synthetic Cooperation 


OOPERATION is a magic word in hardware 
circles today. It is being offered as a cure-all for 
anything and everything wrong in the trade. Per- 

haps it is. Certainly it might do wonders if we would 
all stick to the genuine brand and take it as well as pre- 
scribe it. The trouble is that most of us regard coopera- 
tion as. something the other fellow should do to make 
business more pleasant and profitable for us. Mean- 
while the other fellow has his own views on the subject. 


Only a short time ago we heard a retailer complaining 
because a certain wholesale house charged him postage 
and packing on a small, special, parcel post shipment. 
“Why shouldn’t we charge him for it?” said the whole- 
saler. We paid it. Besides,” he said, “that dealer 
bought less than $600 worth of goods from us last year. 
Over 40 per cent of his orders were under $5, and 
more than 80 per cent were under $10.” 


“May be so,” said the dealer, “but why should we buy 
from them? They sell every Tom, Dick and Harry. 
An ordinary one-horse painter in my town gets all his 
supplies from them at wholesale, and only last week he 
ordered in a washing machine for himself and another 
for a neighbor of mine. He bought them as cheap as 
we can.” 


As Will Rogers would say: Looks like there’s too 


much, synthetic cooperation. 


Not So “Funny” After All 


OME of the things which happen in a retail store 
and which seem decidedly humorous at the time 
are apt to have a business reaction far from 

humorous. 


Take for example the case of a prim and rather digni- 
fied old lady, who entered a store recently and inquired: 
“Do you handle glassware?” “Sure,” replied one of the 
employees. “We’ve got some of the classiest glasses you 
ever looked at. It knocks ’em dead.” 
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Evidently the lady failed to see any connection be- 
tween glassware and knocking ’em dead. “I had not in- 
tended buying it for that purpose,” she said stiffly, and. 
walked out of the store. 


The sales person waited until she was out of hearing 
and then laughed uproariously. ‘Wasn’t she a 
scream?” he remarked. “Yes,” replied another em; 
ployee quietly—but she is also president of the Ladies 
Civic Improvement Club, and the mother of one of our 
best customers. 


Nothing so very humorous about it after all, when 
viewed from the standpoint of future business. 


The World Owes Only Those Who 
Can Collect 


HERE are still some people who maintain that 

the world owes them a living. Many of them go 

further and insist that it owes them a living in 
whatever vocation they may choose, regardless of out- 
side conditions. 


’ 


Nevertheless, whenever too many people decide to get 
that “living”? from the same vocation, some of them 
are eventually forced to change their minds or starve. 
If there are more merchants in any town than that 
town can support, then regardless of what the world 
owes, some of them are going to be “out of luck.” 


In the final analysis the dear public doesn’t care a 
hang whether you sell hardware or not. It is not at all 
concerned over the economic fate of any merchant or 
class of merchants, so long as it can get the merchan- 
dise and service it wants elsewhere for the same price 
or less. 


The only way for a merchant to find out if the world 
owes him a living, is to try to collect it. If he is suc- 
cessful, it does. Many a man who thought the world 
owed him a living buying and selling inflated stocks, is 


now selling apples. Sa 
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Profi Hint 


Fy ONE of your customers has 
numerous uses for Osborn Wire 
Scratch Brushes. Display them on 
your counter where your customers 
can see them. They sell themselves. 


The complete line of Osborn Brushes 
gives you numberless opportunities 
for profit. And it’s a steady business 
because every Osborn Brush is 
built to hold customer satisfaction. 


JHE OSBORN MANUFALTURING COMPANY 


INCORPORATED 


5401 HAMILTON AVENUE +; CLEVELAND, OHIO 
SALES BRANCHES: 


New York - Detroit + Chicago + San Francisco - Los Angeles 
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How WALMER Turns Paint Stock 


THIRTEEN TIMES a Year 


By T. H. GERKEN 


ISPLAY of nearly 300 

items of paints and 

brushes on a compact 

counter and rack, clear- 
ly marked prices on each item, a 
policy of giving any special con- 
cessions necessitated by competi- 
tion to all customers and concen- 
tration on high grade and known products are some 
of the factors which have enabled the Charles W. 
Walmer Hardware Co., Wilkinsburg, Pa., to turn over 
its stocks of paints and varnishes approximately 13 
times annually and to do a gross business of $50,000 
to $60,000 a year. Methods used by the Walmer com- 


300 items in the Paint and 
Brush lines are displayed with 
prices by Charles W. Walmer, 
Wilkinsburg, Pa., who says 
he never MAKES prices but 
always meets them. His dis- 
play is shown in the illustra- 
tion above. 


pany to attract customers to the 
store were described at length in 
the HARDWARE AGE of Feb. 5, 
1931, but the paint department, 
more than any other, has been 
built up in sales volume by indi- 
vidual exploitation. 


Compact Rack for Display 


Sales turnover in the paint de- 

partment has been built up around 

the display counter and rack shown in the accom- 
panying photograph, which, although occupying com- 
paratively little space in the rear right-hand corner 
of the store, represents the selling of more merchan- 
dise than any counter in the establishment. Nearly 
300 items are sampled on this counter and rack, all of 
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which are plainly and individually priced. This helps 
to prevent the mixing of brushes and other items on 
the display tables and also encourages customers to help 
themselves without the application of continued sales 
pressure. The method also facilitates sales of nation- 
ally advertised products which customers will see and 
recognize when they might easily have forgotten names 


and trademarks. Ease of selling is demonstrated by 


the fact that only one man is required in the sale of 
paints and varnishes, the remainder of the business 
being handled by four sales Jadies who include the de- 
partment under their jurisdiction. In this way an old 
prejudice against female clerks for the sale of paints 
has been successfully broken down, largely through 
advanced methods in display and marking. 


Built Around Brush Table 


The display is built up around the brush table, 16 ft. 
long and 32 in. wide, which samples 84 different items, 
all clearly priced as shown in the photograph. Artists’ 
and other fine brushes are kept under glass, but are 
easily available for closer scrutiny by customers. At 
one end of the counter turpentine is also sampled in 
small bottles, the comparatively small amount on display 
representing stocks of 50 to 60 gal. Under the brush 
counter 70 different kinds and colors of paints and var- 
nishes are sampled in gallon tins, while under the table 
across the aisle, not visible in the photograph, 66 addi- 
tional varieties are on display. On the rack above the 
table 85. kinds of leading sellers in paints, varnishes 
and lacquers are sampled in gallon tins or smaller con- 
tainers: Clearly shown in the photograph, these- ar- 
ticles are priced in red ink, with the ordinary list or 
resale price crossed out in black. Also included in the 
display are dummies of white lead, and incidentally 
paint buckets which have proved to be a fast moving 
line specially priced at 35c. each or 3 for $1.00. On the 
top rack above the paint and varnish samples of 34 
varieties of odd brushes have been hung. These include 
calcimining, paper hanging and plasterers’ brushes, al- 
ways difficult to display and now selling better than ever 
before. On the shelves back of the display rack and 
extending forward in the store about 40 ft. in all, other 
types of paints and varnishes are sampled and _ here 
again colors and prices have been clearly marked on 
wooden boards. On higher shelves extending to the ceil- 
ing, stocks of brushes and other items sampled on the 
table and rack are maintained, ready for replacement 
as soon as sales are made below. 


The price policy followed in the Walmer paint de- 


partment, as elsewhere in the store, is to meet all special 
concessions offered to contractors, industrial workers 
and also made by mail order houses. Such prices, how- 
ever, apply only to lots of one gallon or more, full 
quoted resale prices being maintained on all small pur- 
chases. Customers are often prompted to buy small 
packages of a half-pint or more, after having been at- 
tracted to the counter by the special prices applying to 
gallon-lots. It is interesting to note that nine out of 
every ten buyers of the small packages are women, 
while the larger lots are sold to tradesmen, contractors 
and others. The small buyers with limited credit may 
here buy paints at the same discounts offered to larger 
users. Special discounts are ‘offered on white lead by 
virtue of large-volume buying, but linseed oil and tur- 
pentine are usually sold at full list prices unless con- 
cessions must be offered to meet direct selling, catalog 
competition, etc. Here as in other departments, no 
effort is made to sell under the market, but only to 
meet the lowest prices made by any sort of competition. 


The large volume of business done as well as the abil- 
ity to get frequent restocking deliveries from Pitts- 
burgh manufacturers and warehouses enables the Wal- 
mer company to maintain a full range of paint colors 
at all times without carrying a particularly large stock. 
Color cards are prominently displayed and colors are 
also plainly marked on the price cards. Slightly larger 
stocks of the most rapidly moving colors are naturally 
maintained, but the general scheme of selling has made 
it unnecessary to consider color selection as a major 
problem in selling. 


Selling Not Pushed at Demonstrations 


Frequent demonstrations on painting and varnishing 
are held during the year, which are tied in as much as 
possible with national advertising campaigns. Quick- 
drying varnishes and paints are sold in large volume as 
the result of such demonstrations, but no efforts are 
made to push sales at such times. This would likely 
result in large credit sales at the time of. the demonstra- 
tion, which in many cases would not be followed up. It 
is considered more important at demonstrations to im- 
plant the idea of home painting and varnishing in the 
minds of customers and have them come back for their 
requirements when they have actually decided to do the 
work. Naturally the majority of attendants at demon- 
strations are women and getting them in the store is of 
great importance. Word of mouth advertising is also 
very valuable and freedom to come and look without 
being pressed to buy is a prerequisite for their business. 





Medford Painted Sidewalk 


Medford Hardware and Sporting Goods Co., Medford, 
Ore., recently incurred the wrath of the mayor, city council, 
police and newspapers by painting the sidewalk in front of 
the store with a checkered design. With public indignation 
came publicity and then the paint sales jumped. When the 
papers and competitors saw the checkered store front and 
checkered sidewalk they made jibes, calling it the Checker 
Front, Zebra Front, Crossword Puzzle, Chinese Joss House 
and many other names which served only to focus additional 
attention on the store and its paint department. This was a 
clever use of paint which has helped sell it. 


Always Sells a Brush 


The United Hardware & Implement Co., Dinuba, Cal., 
turns a $4,000 paint stock four times a year. All dry coi- 
ors are kept in metal bins, which wheel out on rollers easily 
and with little effort. Above the bins the prepared paint in 
cans is arranged in colors and then according to size, giv- 
ing the department’s wall display an attractive appearance. 
Once a month every can of paint is turned upside down, to 
prevent sediment from settling at the bottom. The sales- 
men have studied painting and know the proper brush and 
paint for any*fob. With every paint sale a real.effort is 
made to sell'a brush—and the right brush at that. 
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Redd Buys 


$3.75 Worth of PAINT 


Per Capita to Supply Cynthiana Posiancia 


N Cynthiana, Ky., a _ rural 

town of 4000 persons, Veach 

C. Redd, Cynthiana’s national- 

ly known hardware merchant, 
buys in excess of $15,000 worth of 
paint each year to supply the local 
demand. This might lead one to 
believe that he has the field to him- 
self. However, in reality, four 
hardware stores, two drug stores, 
two contracting painters and one 
mail order chain store all make a 
bid for the local paint business. 
Mr. Redd simply succeeds in get- 
ting ‘the major portion of. the busi- 
ness that, exists. 












che. Bet. ee 


$15,000 worth of paints 
is sold each year in a 
town of 4000 population 
by Veach C. Redd al- 
though others make a 
bid for the paint busi- 
ness of the community. 
His paint business has 
increased fifteen fold in 
twelve years. 


His pleasant and profitable ex- 
periences with paint had their in- 
ception in 1919, when he purchased 
a hardware store having an agency 
for a well known brand of paint. 
The annual paint purchases of the 
store were then averaging about 


$1,000. In contrasting that figure 
with yearly purchases at the pres- 
ent time, it will be noted that Mr. 
Redd has increased his paint busi- 
ness fifteen fold within twelve 
years. 


Of. the factors which made this 
remarkable record possible, the 
policy of concentrating on one line 
and making that line complete was 
described as being of prime impor- 
tance. Every paint item that is 
needed in the community is carried 
and the store is continually intro- 
ducing new items as rapidly as 
they are placed upon the market. 
Appearance plays a big part in cre- 
ating a favorable impression on the 
minds of customers. Realizing 
this, the appearance of the store’s 
paint department is such that it 
betokens respect. 


It looks and is complete, occupy- 
ing about sixty feet of space on the 
left. of the sales floor as the cus- 
tomer enters, it compels attention 
and arouses interest. As there are 
no counters or barriers directly in 
front of the paint shelving, cus- 
tomers have convenient access to 
the entire stock. All merchandise 


(Continued on page 70) 


Veach Redd’s 
Paint Department 
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Four Window Display 


Simplicity is the keynote of the windows here presented. For Westinghouse Lighting Institute, New York. The well balanced 
this reason they are dignified and appealing to the observer. tire window below is from Huey & Philp, Dallas, Texas. Both 
The display of Mazda lamps shown above was produced by the of these windows are well executed. 








Bird cages lend them- 
selves well to window 
displays like that of 
Morehouse & Wells, 
Decatur, IIl., shown 
above. The draping 
of a bit of velvet in a 
restrained way adds a 
subtle touch of quality 
to the merchandise 
offered. It would be 
difficult indeed for the 
owner of a songster to 
resist the desire to own 
one of these cages. 


A somewhat unusual 
treatment of a window 
display is that of 
Stambaugh-Thompson 
Co., Youngstown, 
Ohio. The panels are 
made of compo board 
and are permanently 
sampled on both sides 
so that they may be 
reversed at will. The 
center window of the 
store through the use 
of these panels per- 
mits during the year 
window attention for 
practically every line 
and item carried in 
; stock. 
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HARDWARE AGE ORIGINAL WINDOW DISPLAY FOR THIS WEEK: 


PAINT MATERIALS 
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This window is described in detail and its construction explained 


in this article. 


How You 
CAN MAKE 


This Paint 


WINDOW 
DISPLAY 


By J. M. WARD YOST 


that should be painted. People do not always 
think of them and for that reason a display of 
paint should include plenty of cards as reminders. 


‘ke are always a lot of things around the home 


The display shown in the accompanying illustration 
1s arranged around the caption “Clean Up and Paint 
Up.” It can be arranged in a window having a depth 
of 3 or 4 feet and a length of 8 to 15 feet. In case the 
window is not very long, the two ladders used as fix- 
tures to display paint may be omitted. No paint is 
shown on one side of the window in order to give a 
clear picture of the fixture arrangement. 


The left: side is not completed in order that the 
reader may see the construction tsed. 


Three boxes, two pedestals, two boards used as 
shelves, two ladders and two circles will be required. 
The box or elevation in the center of the window on 
the floor should be about 15 inches high and 48 inches 
long. The other two boxes should be 10 inches high, 
12 or 15 inches across and 48 jnches long. The two 
pedestals should be from 24 to 30 inches high. The 
boards on the pedestals are 48 inches long and 10 or 
12 inches wide. 


The circles on which the brushes are attached should 
be 36 inches in diameter, while the circular card in the 
center should be from 16 to 18 inches in diameter or 
large enough to slightly cover up the handles of the 
brushes. A board 8 or 10 inches square and seven- 
eighths of an inch thick should be fastened to the 
center of the circle to support the circular show card. 


The wording on the one circle reads: 
“Brushes for Amateur or Professional” 
The other one reads: 
“Paint for Every Purpose” 


The size of the center panel or card will be governed 
to some extent by the size of the window. The best 
size will be somewhere between 24 and 36 inches or 
30 by 42 inches. It will be an easy matter to duplicate 
this card by laying it out as shown in the accompany- 
ing illustration. 
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The card on the floor in the center of the window 
reads as follows: 


“Outside Things to Paint” 


House Apiary 
Bungalow Silo 

Barn Sugar Camp 
Shed Paling Fence 
Roof Arbor 


Chicken House Trellis 
Spring House Porch Furniture 
The buildings to be painted will vary with the lo- 
cality and they should be changed accordingly. 
The card on the left hand corner of the window 


reads: 
“Inside Things to Paint” 


Rooms Window Sashes 
Walls Tables 

Ceilings Chairs 

Floors Cabinets 
Stairways Screens 

Doors 


The card in the right hand corner of the window 
rear the front reads as follows: 


“Paint for Special Purposes” 
Lacquers for the Kitchen Furniture 
Enamel for the Bathroom 
Enamel for the Stove 
Varnish for a Protecting Coat 
Paint for Ironware, etc. 


A number of color cards should be included, one of 
which is shown in the illustration. Price tickets may 
be included, but we believe that suggesting the use of 
paint is a better selling argument than the price. 
Clean Up and Paint Up posters and window display 
cards can be purchased at a very reasonable price. 
HARDWARE AGE will be glad to send further particu- 
lars on request. 





NEXT WEEK:—See the 


Hardware Age Window on Housefurnishings 








The miniature factory, auto truck and cut out figures offer a little human interest to this display 

by Daniel McEwan, J. Russell & Co., Inc., Holyoke, Mass., without lessening the chances of seeing 

the tools. In making up displays with human interest features it is well to remember that the mer- 
chandise must also be seen if any sales are expected. 
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MorE BUSINESS? Take a Look 
Around the Corner... 


How Billy Todd found a profit- 
able line of merchandise that 
he had overlooked before. His 
store traffic got a sizeable boost 
golf goods. 


from miniature 


A TRUE STORY 
by CHARLES J. HEALE 


RTHUR SCHOENFELDER had just sold a 
miniature golf course operator 50 cocoa mats 
at $1.09 each, 100 putters at $1.25 each, and 25 
dozen golf balls at $2.75 per dozen—a total 
sale of $248.25. The goods were to be delivered in 
ten days, when the new adult playground was due for 
completion. The customer admitted his early need 
for a lawn roller at $19.75, and agreed to buy one later, 
but demurred at the suggestion that it be included in 
the same order. Arthur was very happy. He doesn’t 
cften have the opportunity to complete sales trans- 
actions. As assistant manager of the retail store of 
Weed & Co., Rochester, N. Y., his first job is to pro- 
vide prompt and courteous service for all those who 
enter the store. Those who wish to buy are brought in 
immediate contact with an available salesman, if pos- 
sible, with one whose particular ability is in the line 
about which the customer inquired. Those who seek 
a sale are directed to the buying department, and with 
equal promptness and courtesy. 


Although he was alert in handling the next few cus- 
tomers, and perhaps a trifle more cheerful (if that is 
possible), he was naturally thinking of the $248.25 
sale which would, with the sale of the roller, total 
$268.00. He had it all figured out—the driver would 
take the roller with him when delivering the other 
goods, and without a doubt the sale would be closed. 


* *% * 

A few minutes later, Billy Todd (at least that’s what 
we are going to call him) came in. He is the driver 
of a good retail hardware store in the north end of 
tewn. He was headed for the wholesale department, 
which occupies the upper part of the same building, and 





“How in thunder 
can you smile and 
look so cheerful 
with business as 
bad as it is...” 


uses the retail store as a sort of testing laboratory for 
new merchandise and display ideas. Billy and Arthur 
exchanged greetings—they were. old friends and neigh- 


bors. 
* * * 


Just at closing Todd came downstairs again. His offer 
to drive Arthur home was accepted, but once in his 
car Bill, with anything but a smile, barked out at his 
friend “How in thunder can you smile and look so. 
cheerful with business as bad as it is? And, say, your 
wholesale department had nerve enough to try and sell 
me some baby golf sets—put ’em on the lawn or in the 
cellar, they say—you can make a good profit and sell 
plenty at $8.00 per. More than a month ago your 
traveler tried to palm off the same dang thing. You 
people must think I get silly when I get down town, 
but I don’t. I'll bet you do not sell any of them your- 
self. Now, do you? Come clean, Artie.” 


Arthur has that kind of sunny disposition which 
never seems to forsake him. He knew his friend was 
wrong, but with good sense he simply replied in a 
quiet way, “Well, Billy, our first window display of 
those teenie weenie golf sets was about four weeks 
ago. Since that time we had another window, and, all 
told, we’ve sold more than 6 dozen sets, all at $8.00 per. 
It’s nice business; so is selling equipment to those reg- 
ular miniature golf set operators. They buy big. I 
suppose you have some of those small courses in your 
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section. I understand there are 125 of them operat- 
ing, or being constructed, in the Rochester district.” 


“One hundred and twenty-five,” says Billy, with a 
surprised whistle; “125—gosh, that’s a lot. Yeh, we 
have two going up only a couple of blocks apart. Never 
thought of selling them anything.” 


Arthur’s reply, though silent, was actually eloquent. 
He just showed Mr. Todd a carbon copy of the $248.25 
order. Let it be said in favor of Billy’s intestinal for- 
titude he didn’t faint, but he did have that “out on 
his feet look,” for a moment or two. 


“Two hundred and forty-eight dollars and twenty- 
five cents,” he said, slowly, very slowly, as though he 
didn’t quite believe 
there was that much 
money left in the 
country. Then, re- 
gaining his lost 
composure, he 
showed a little of 
that nonchalance 
claimed for Murad 
smokers. “That’s 
O. K., but what else 
have you~ got up 
your sleeve?” 


Now, Arthur 
wouldn’t boast of 
his merchandising 
accomplish- 
ments, but he is al- 


“Listen, boy, I 
sold one of those 
miniature golf 
fellows the whole 
works, and...” 


ways generous enough to tell any in- 

terested person some of the many 

things he has learned in 35 successful years of hard- 
ware retailing. He has a modest way that makes his 
advice very easy to take. 


In the most friendly tone of voice Schoenfelder be- 
gan: ‘You see, Billy, we watch our sales very closely. 
Every available bit of space is used for display. In 
fact, almost everything we have to sell is out where 
people will see both the merchandise and the price. 
We close out inactive items, and are always seeking 



















new lines which have merit and ample margin. We don’t 
wait for every other retail outlet to rush the life out 
of an item, but prefer to do a little introducing our- 
selves. In recent years firms with new lines come to 
us knowing our policy of always adding to our retail 
stocks. The public expects us to have new goods and 
we do. Our volume in new lines, not necessarily hard- 
ware, help minimize the valleys in the curve of our 
sales records, even during a depression and normal 
times this same extra volume more than offsets any 
loss through decline in volume of the other hardware 
items, which for one reason or another may not be as 
active as they were. 


“Probably the greatest advantage in new lines is the 
way they stimulate 
store traffic and en- 
courage visiting by 
persons not neces- 
sarily in the market 
for anything in par- 
ticular. The aver- 
age hardware store 
suffers from a lack 
of this store traffic, 
which has been the 
very life blood of 
other types of re- 
tailers. Too many 
hardware stores are 
visited only when a 
specific hardware 
need demands it. 
Even such custom- 
ers will in the prop- 
erly arranged store 
try additional de- 
mand items, but the 
number of people 
actually getting in the store is often insufficient to 
keep sales where they should be. 


“In seeking new merchandise we are constantly look- 
ing for things to sell which will increase the dollars 
and cents volume of additional sales. We want items 
of $50 or more, so that we can offset the cost of handling 
sales of less than 50 cents. Often these higher priced 
items require demonstration or some other extra sell- 
ing effort, but it’s all worth while.” 


In fairness to Billy Todd it must be said that all this 
was not new to him. He had read it in his trade 
papers, heard it said at meetings, had been told prac- 
tically the same thing by traveling men, but somehow 
he always had alibied himself into believing that his 
store and his town were different. It was pretty 
nearly his turn to say something so, 


“Look here, Artie, you think I could sell some of 
those $8.00 baby golf courses for home use and maybe 
get some equipment business from the fellows who are 
putting up those two new miniature courses in my 
neighborhood ?” 


“Sure I do. I know you should and can,” answered 
Schoenfelder, “but don’t stop with the golf courses. 
(Continued on page 80) 
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By Llew S. Soule 


HE utility company which furnishes electric 
current to Springfield, Mass., does not sell elec- 
trical appliances. Its operating policy is based 
on a firm belief that the selling of merchandise 
is the function of the merchant, and that the function 
of the utility company is to pioneer and promote sales. 
It is satisfied with that policy, and with the power load 
it has built and is building. Its kilowatt hour sales per 
residence are considerably above the general average. 


The utility company referred to is known in Spring- 
field as the United Electric Light Co. It is a constituent 
of the “Western Massachusetts Companies,” a holding 
corporation. Other constituent companies of the same 
corporation are located in Agawam, Greenfield, Ludlow, 
Pittsfield, Amherst and surrounding territories. 


In Springfield the company has never operated a 
merchandising department. In Pittsfield, the company 
did sell appliances for a time after acquiring the utility 
plant there, but discontinued the policy last August. 
Today the activities of all the constituent companies 
are confined to the selling of electric current and to pro- 
motional work. Direct sales of appliances are handled 
by established dealers, many of whom are hardware 
merchants. There is but one exception to the rule. The 
employees of the company are allowed to purchase, 
through the company, appliances for their own use, at 
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a discount. A strict check-up prevents 
abuse of this privilege. 


In its promotion program, the company insists only 
that the electrical devices featured shall be: 

a. Manufactured by reliable, well rated concerns, with 
successful manufacturing experience. 

b. The quality of the devices must be sufficiently high 
to guarantee satisfactory service to customers. 

c. The devices must be American made. 

d. Heating devices must have nichrome or equivalent 
wire. im 

e. Must meet local inspectors approval for safety. 

f. Devices must be sold and guaranteed by local deal- 
ers of satisfactory responsibility to assure service. 


In its promotional advertising the company never 
calls attention to any particular make or brand of mer- 
chandise. If, however, a customer expresses a desire 
for any particular make of electric range, he is told 
at what stores that make can be purchased. 


Naturally a large part of the promotional work is in 
the form of advertising, and whenever cooperating deal- 
ers wish to advertise in conjunction with the program, 
arrangements are made with the newspaper to run the 
dealer ads adjoining those of the company. Advance 
proofs of all company advertising are furnished to deal- 
ers for this purpose. 


Then there are other promotional activities. In 
Springfield the company employs two men to cooperate 
with local merchants. Whenever a dealer finds it diffi- 
cult to close a large unit sale, these men may be called 
in to aid. They also follow up construction in the dis- 
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trict and sell the idea of using electrical equipment. 
The company further employs two home economists in 
Springfield. These economists visit the purchasers of 
the larger electric devices, such as ranges or refrigera- 
tors. They demonstrate the appliances and explain the 
proper use, care, etc. 


When a Springfield merchant sells an electric range, 
he installs it or has it installed by a competent man, 


Nort Set APPLIANCES 


trical merchandise, and our function to pioneer it. We 
consider ourselves consulting engineers to the dealers. 
This policy is not only building adequate power load, 
but it is creating for us a valuable asset of Good Will.” 


By the way, this man Golding impresses one as being 
a keen, efficient, practical business man; one who knows 
what he is talking about. It might be worth while for 
some of the other utility companies to study his methods. 


without charge to the customer. For this he 
is reimbursed by the company, but, before the 
installation allowance is paid, the job is in- 
spected to see that the wiring is in accordance 
with the regular requirements; that the range 
is properly levelled, cleaned, and the elements 
“burned off’; that electrical connections and 
mechanical parts are tight and in good work- 
ing order; that porcelain parts are in perfect 
condition, or to the satisfaction of the cus- 
tomer. If the installation fails to pass inspec- 
tion, the dealer must correct the faulty condi- 
tions before the company will accept the range 
for service or pay for the installation. Once 
accepted, however, the company assumes all 
responsibility for servicing the mechanical 
and electrical parts, and of maintaining the 
range in good order. 


Meanwhile in the Springfield territory, 
which has a population of about 153,000 
people, over 650 electric ranges were sold 
in 1929, and approximately 500 in 1930. 
Sales to date for 1931 indicate that about 
800 ranges and approximately 1500 electric 
refrigerators will be sold this year. 


How has all this affected the hardware 
business? we asked Fred E. Carlisle, of 
the Carlisle Hardware Co., Springfield. 
“Well,” he replied: “Our sales of electri- 
cal goods last year, outside of radio, totaled 
nearly $75,000. In addition we sold about 
$40,000 worth of radio. In a single year 
we have sold 70 electric ranges, 80 electric 
refrigerators and 600 radios. We consider 
our electrical department the most profit- 
able department in our store.” 


As to the utility company’s viewpoint, 
this is what Charles P. Golding, General 
Sales Manager of the Western Massachu- 
setts Company, of which the Springfield 
utility is a part, has to say about it: “Our 
company is thoroughly sold on the policy 
that it is the dealer’s function to sell elec- 








This is how the 
utility company 
and the indepen- 
dent merchants 
cooperate in ad- 
vertising their 
merchandise in 
Sprin gfield, 
Mass. Such a 
group of adver- 
tising is a pow- 
erful factor in 
arresting atten- 
tion. 
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Happy Hours 
of 





Summer Play 


An automatic electric range in her kitchen, frees the 
modern mother for many happy’ hours with her chil- 
dren. Jt cooks for her scientifically, automatically, 

while she is miles away. 
Let your electric range solve your kitchen problems. 
It is a revelation.in speed, cleanliness, and convenience 3 
—a real tinié arid Iabor saver. g 
Our ‘co-operating dealers ‘are making a 2 
offer of free installation during May. 3 


United Electric Light Co. 


The Agawam Electric Co. Ludlow Electric Light Co. 
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Two Houseware Specials! 


Priced especially low for this sale. 


at these low figures. 


— 


No. F2 


Heatproof Glassware 


A set of three large and 
small size casserole, and a 
deep baking dish. Heat- 
proof, enabling you to cook 
and serve in the one dish. 


(Prices) 


Sauce Pans 


Easter brides as well as 
old-established housekeepers, 


Be sure to secure these 


a. 








No. F3 


should take heed of these special prices on aluminum sauce 


pots. 


Good quality, heavy aluminum priced at 


STORE NAME AND ADDRESS 











Hints for the 
Easter Hostess 








No. F4 


Everything in utensils to help the housewife to prepare the 
Easter dinner, as well as table appointments to crown her 


efforts. 


gether for special selling. 


COOKING 
UTENSILS 


(Items 
and Prices) 


CHINA- 
WARE 


(Items 
and Prices) 


The following and many others are marshalled to- 


GLASS. 
WARE 


(Items 


and Prices) 


STORE NAME AND ADDRESS 











Please 
Note 


These advertise- 
ments may . be 
used as presented 
here, or you may 
change items as 
you see fit. 


There’s Spring in the Air— 
Now’s the Time to Go After Business 


7 long winter has 
passed and the whole 
world welcomes the 
thought of a new season. 


Now’s the time to go after 
Spring business. Get your 
store in readiness—see 
that stocks are bright and 
new. 


Then tell your patrons the 
story with these little ad- 
vertisements. 








iF YOU 


need a more complete adver- 
tising service, write the 
HARDWARE AGE Advertising 
Feature at 239 West 39th 
Street, New York City. 














No. F6 


Tested 
Vegetable Seeds 


We offer (Brand Name) veg- 
etable seeds because they 
have proven most satisfac- 
tory in this section. Every 
package is carefully pre- 
pared and will insure a well 
developed and large crop of 
vegetables. 


(List Items 
and prices) 


STORE NAME 
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How 
to 
Order 


No. F7 


If you have local stereotyping 
facilities, request the complete sets 
of mats of all the advertising il- 
lustrations of these two pages, en- 
closing your check for $1.25. If 
you need mounted cuts order them 
by number given under each cut, 
listing the numbers in a column. 
Figure the charge at 35c. for each 
cut when less than ten cuts are 
ordered; when ordering ten cuts 
or more figure the charge at 30c. 
for each cut ordered. Enclose check 
with order, please—this saves book- 
keeping for small amounts. Send 
all orders to 

gS 


HARDWARE AGE 
ADVERTISING FEATURE 


239 West 39th Street 
New York City 























Cook with 
Electricity 


Many delicious repasts can 
be made on an electric grill. 
Toast tastes better when 
made on an electric toaster; 
so does coffee when brewed 
in an electric percolator. 


Grills priced 
$0.00 to $00.00 


Percolators 
Prices $0.00 to $00.00 


Toaster prices 
$0.00 to $00.00 


STORE NAME 


Wash Day Necessities 


Little things of great importance in the laundry of 
every home, are these. This is a good time to make 
replenishments and additions, while these prices are 
in force. 


These fine quality 
Hampers and Bas- 
kets priced from 
00c. to 0.00. 


Hampers' and 
Clothes Baskets 
firmly woven of the 
best quality willow. 

















No. F10 No. F11 


Electric Irons—simply attach 
cord to light socket, turn the 
switch, and in a few minutes 
set up and occupies small the iron is ready—hot as long 
space when folded. Prices as you need it. Priced from 
from 0.00 to 0.00. 0.00 to 0.00. 


Ironing Boards made of well 
seasoned white wood, and 
smoothly finished. Easy to 


STORE NAME AND ADDRESS 














Fine Quality Locks and Hinges 


It is always cheapest in the end to buy the best that 
can be procured for the security of the door depends 
upon the quality of its hinges and the lock. We can 
satisfy you from our wide assortments. No trouble 
to show you this merchandise. 


No. F12 














Our stock of Hinges 
may be found to con- 


In a large assortment, 
for any use and at a 
price range that will tain any sort. Be sure 
meet every requirement. to call and see our as- 
Prices from 00c. to sortment. Prices from 
$00.00. 00c. to $0.00. 


STORE NAME AND ADDRESS 
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O inspire retail hardware 
| merchants to modernize their 
stores and to provide a guide 
that was actually complete, an un- 
usual model hardware store was 
featured at the Ohio hardware con- 
vention in Cleveland last month. 
Sponsored jointly by W. C. Heller 
& Co., Inc., Montpelier, Ohio; The 
W. Bingham Co., Cleveland, and 
the Toledo Plate & Window Glass 
Co. and Bostwick-Braun Co., To- 
ledo, Ohio, this display was in- 
spected by 1500 retailers. 


Measuring 100 feet long and 32 
feet wide, the store had a genuine 
front with three windows scien- 
tifically illuminated, as was the in- 
terior. A complete stock of hard- 
ware, paints, electrical merchan- 
dise, bathroom fixtures, _ tools, 
housefurnishings, etc., was fea- 
tured, with talking 
price cards calling 
attention to the dif- Nv 
ferent items. Re- : 
lated goods were to- 
gether. Each com- 
partment on the 
open top tables was 
well stocked, but not 
crowded, and each 
had its own price 
ticket. Fixtures as 
shown represented 














The Complete 


MODEL 


Hardware Store 


at the 


Cleveland Convention 


Arranged to Encourage and 
Facilitate Customer Traffic 
with Spring and Summer 
Lines Featured in Modern 
Display Method—All Goods 
Price Marked — Related 
Goods Together 


an investment of approximately 
$2,000 and were installed by Heller. 
The merchandise, not including 





SPOT SLASONABLE 
FLOOR GOODS 











electric regrigerator, stoves or the 
paint stock, inventories at $5,600. 
Goods were arranged for conve- 
nience and accessibility, with the 
spring and summer seasons in 
mind. The window displays were 
changed the middle of the week so 
that two complete sets were shown. 
These displays were arranged by 
local hardware display men — 
Andrew Sedlacek, with Frank J. 
Pekoc Hardware Stores; Charles 
Namoski,* with Corlett Hardware 
Co., and Joe Eckert, with Phil 
Wuertz. The sampling was done by 
H. G. Eberly of Heller. 


Each dealer visitor received a 
book describing the model store 
and explaining specifically the 
merchandise displayed on each 
table and wall cabinet unit. 
Through a series of key numbers 

in the book the deal- 
er could check the 


LIGHTING IN SHOW WINDOW 
@ LOCATION FOR 150 WATT LAMPS=12" CENTERS \ store arrangement 

REFLECTORS FLUSH WITH CEILING sV o 
diagram and com- 
——— . pare it directly with 

SPOT SEASONABLE . 
FLOOR GOODS his own store and 
= make any _ desired 

4 J : \ changes. 

\G @ © 6% O69 OG The sponsors had 
quow WINDON Phas several representa- 
a tives on duty at all 
a times to explain the 
reasons for the ar- 
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rangement and the selection of the 
different types of display equip- 
ment used. At the rear there was 


a compact office and also a model - 


kitchen and a model bathroom, both 
completely equipped and_ priced. 
These model rooms were approxi- 
mately twelve feet square each and 
very well arranged. 


Those in charge were very par- 
ticular to keep the floor clean and 
the tables neat without too much 
geometric severity. Departmental 
identity was emphasized with 
hanging signs calling attention to 
the several main divisions of the 
stock. The nail and wrapping 
counter and the cash register were 
located so that the customer would 
be encouraged to see a maximum 
number of display units, entering 
toward the right and perhaps leav- 
ing via the left aisle. 


Other manufacturers who co- 
operated by furnishing * merchan- 
dise for the model store were: 
The Patterson-Sargent Co., Cleve- 
land, Ohio; The American Stove 
Co., Cleveland, Ohio; Horton Mfg. 
Co., Fort Wayne, Ind.; The Peters 
Cartridge Co., Cincinnati, Ohio; 
The Jorns-Manville Co., Cleveland, 
Ohio; The Brooks Co., Cleveland, 
Ohio; Frigidaire Distributors, 
Cleveland, Ohio; National Sanitary 
Co., Salem, Ohio; National Carbon 
Co., New York City, and Marvel 
Rack Mfg. Co., Minneapolis, Minn. 





Interior arrangement of the Model Store exhibited at the Cleveland Convention 





Plan Arrangement of Departments 


The plan of arrangement used in 
departmentizing the merchandise 
on the open top tables in the center 
is as follows: 


Table 14—All kinds of knives 
and carvers, with toy trucks on the 
base. 


Table 4—Miscellaneous _ special 
purpose knives, wall paper tools and 
related sundries, with pails of white 
lead on the’ base. 


Table 5—Pyrex baking ware, etc, 
with wastepaper baskets on the 
base. 


Table 2—Dry cell batteries, all 
sizes and models, with auto acces- 
sories on the base. 


Table 11—All kinds of aluminum 
goods, with pressure cookers on 
the base. 


Table 3—Kettles, cookers, bowls 
and miscellaneous kitchen goods, 
with infant baths, water pails and 
dishpans on the base. 


Table 1—Pocket cutlery, shaving 
equipment and scissors and shears, 
with camp jugs on the base. 


accessories, 


Table 13—Garden 
with sprayers on the base. 


Table 15—Sporting goods, par- 
ticularly baseball items, with bats 
on the base. 

Table 6—Electrical and _ radio 
sundries on top and on the base. 


‘Table 16—Fishing tackle and 
sundries, with minnow buckets and 
tackle boxes on the base. 


Table 7—Electric lamps and 
lamp demonstrator, with ice cream 


freezers on the base. 
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F OR THE Man 


—_ the NLOUNTER 


HE last and most impor- 

tant step in any sale is 

that of turning desire into 

action. It is termed clos- 
ing the sale, and to most people it 
is the most difficult part of sell- 
ing. It is like learning to skate. 
The beginner starts out blithely, 
but soon gets wobbly. That 
wobbly condition continues until 
practice gives the necessary con- 
fidence to strike out straight 
ahead. 


In nearly every case it is lack 
of confidence that prevents a 
salesman from closing a _ sale, 
provided, of course, that the arti- 
cle is one that the customer is at 
all interested in. Occasionally, 
however, it is over-confidence that 
blocks the closing. 





A Natural Process 


As a matter of fact, closing a 
sale is a perfectly natural process, 
if the steps leading up to it have 
been properly taken. If the sales- 
man has made the right kind of 
approach, registered a good im- 
pression, aroused the customer’s 
interest in an article and created 
in his mind a desire to own it, get- 
ting the money is merely a natural 
ending of the sale. The reason it 
seems hard is because the sales- 
man so often falls down on the 
first three steps. 


Don’t blame the customer if he 
refuses to buy. Blame yourself. 
You may think he is too irritable, 
too smart, too self-centered to buy, 





Sales Step No. 4—Closing the Sale 


when the real truth is that you 
have failed to interest him and 
turn his interest into desire. In 
other words, he is a better buyer 
than you are seller. 


Give the Customer an 
Opportunity to Buy 


When you feel confident that 
you have made a prospective cus- 
tomer want an article, that is the 
time to give him an opportunity 
to buy. It is usually done by sum- 
ming up the selling points and 
asking for the order. The trouble 
is that most beginners ask for the 
customer’s opinion rather than his 
order. Using the reel as an ex- 
ample—when you have told the 
customer about its goéd points un- 
til his face ana actions indicate 
that he would like to own it, you 
can usually close the sale some- 
thing like this: 


“This is a reel you can be proud 
of. It is beautifully made, will 
last for years, and in using it, 
thumbing and spooling are entire- 
ly eliminated. Your line simply 
cannot back-lash, snarl] or tangle. 
There isn’t a thing to retard your 
cast or your distance. It simply 
takes the worries out of casting 
and makes fishing what it should 
be—a pleasure. You are a practi- 
cal fisherman, and you know what 
this reel can do for you. You can 
appreciate its value. Shall I wrap 
it up for you?” The last is said 
with a smile and in a tone that 
denotes sincerity and confidence. 


Voluntary Purchase 


Of course there are times when 
price comes up or when the sales- 
man practically has to make up 
the customer’s mind for him. Then 
there are some customers where it 
is better to say nothing about 
wrapping up the article. Instead 
when you say “you can appreciate 
its value,” pause momentarily and 
wait for a voluntary purchase. 


There are no_ hard-and-fast 
rules for closing a sale. It all de- 
pends on the customer, and what 
the salesman says and does in the 
first three steps of the sale. One 
word of advice in closing. Don’t 
talk too much. It is as easy to 
talk yourself out of a sale as into 
one. Always say something; don’t 
just talk. Above all tell the truth 
first, last and all the time. The 
easiest way to close a sale is to 
lay the foundation so well that the 
customer would rather have the 
article than the money which rep- 
resents its price. Then the sale 
will practically close itself. 


Next WEEK 


The article for the 
Man Behind the 
Counter will be the 
**Profits Lie in the 
Extra Sales’’ 
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Missouri Association Held Constructive 


Meeting in St. Louis 


EMBERS of the Missouri 

Retail Harware Association 

convened in St. Louis on 

Feb. 24 to 26 inclusive for 
the thirty-third annual convention of 
the organization. The nineteenth an- 
nual exhibit was held in conjunction. 
Convention headquarters were in the 
New Jefferson Hotel. From an educa- 
tional standpoint the meeting was the 
best ever held by the association, and 
dealers in attendance returned to their 
respective,stores with the determina- 
tion to go after business more ener- 
getically and systematically than ever 
during the ensuing year. 

Following the program outlined by 
the national association, the conven- 
tion theme was “Teamwork in Hard- 
ware Merchandising.” The opening 
session on Tuesday was called to or- 
der by President E. J. Creissen, St. 
Louis, who delivered his annual mes- 
sage on “The Necessity of Better 
Merchandising.” His talk was well re- 
ceived. The session theme, “The Mer- 
chandising Job,” was then introduced 
and discussed by representatives who 
spoke from the viewpoint of the 
dealer, the jobber and the manufac- 
turer. 

B. J. Gude, proprietor of the South 
End Hardware Co., St. Louis, gave 
the views of dealers in.an address en- 
titled “The Job of Retailing.” The 
jobbers were represented by L. E. 
Crandall, sales manager, Simmons 
Hardware Co., St. Louis, who spoke 
on the subject “A Joint Enterprise.” 
Manufacturers were represented by 
Frank Clark, sales manager, St. Louis 
branch Pittsburgh Plate Glass Co., 
who discussed the topic “Following 
Through.” Every dealer present ex- 
pressed the opinion that the three 
talks alone were well worth the trip 
to St. Louis. 

An open forum discussion from the 
floor followed, in which the following 
dealers participated: C. C. Carter, 
Carthage, discussed ‘The Customer 
and His Needs.” Frank Thorp, Ver- 
sailles, spoke on “New Lines.” L. R. 
Holt, proprietor, Berghauser Hard- 
ware Co., Fulton, outlined “Merchan- 
dising Methods.” J. H. Dickbrader, 
Washington, presented the various 
factors bearing upon “A Study of 
Competition.” Rivers Peterson, editor, 
Hardware Retailer, delivered the 
summarizing address, which dealt 
with “Putting the Job Over.” 

On Tuesday evening members and 
their guests attended a reception and 
dance which prived to be a very en- 
joyable affair. * 


The second business session on 
Wednesday morning opened with 
community singing, which was fol- 
lowed by the annual message of the 
secretary, F. X. Becherer. The mes- 
sage urged members to actively sup- 
port House Bill No. 82, which is in- 
tended to prohibit public utilities in 
Missouri from selling merchandise. 
The audit committee then made its re- 
port and the session theme, “Retail 
Hardware Management,” was then in- 
troduced. 

E. L. Johnson, assistant secretary, 
Shapleigh Hardware Co., St. Louis, 
was the first speaker. With “Manage- 
ment Points the Way” as his subject, 
Mr. Johnson gave a wonderful pres- 
entation of the many points in retail 
management, 

This talk was followed by an open 
forum discussion, during which “Obli- 
gation of the Management” and “Sales 
Control” were the two subjects cov- 
ered in a talk by Jas. A. Spillman, 
Rolla. “Margin Control” and “Ex- 
pénse Control” were discussed by E. 
P. Gruendler, St. Louis. J. D. Rey- 
nolds, of the firm of Carmeen-Rey- 
nolds, Carthage, spoke on “Applying 
Control.” The final speaker in the 
forum program was O. D. Bradley, 
Troy, who discussed “Rendering Ser- 
vice.” This session was also sum- 
marized by Rivers Peterson, who had 
“The Man in Management” as his sub- 
ject. 

At the third session, Wednesday 
afternoon, “The Business of Selling” 
was the theme. Frank X. Meehen, 
president of the Meehen Electrical 
Co., was the first speaker, and “Are 
You Sales Minded?” was his topic. 
An open forum discussion was the 
next feature. The following dealers 
took part in the discussion, speaking 
upon the subjects outlined: “Selling 
Hardware Outside the Store,” Victor 
Schwein, August Schwein Stove & 
Hardware Co., St. Joseph; “Making 
Community Trade Surveys,” D. A. 
Childers, LaGrange; “Selling Inside the 
Store,” Ben Gude, St. Louis; “Train- 
ing Sales People” and “Planned Sell- 
ing,’ J. M. Campbell, Campbell 
Brothers, Bowling Green; “Selling 
Through Display,’ J. Johnson, St. 
Louis; and “The Use of Talking 
Signs,” Edw. Schoening, Morganford 
Hardware Co., St. Louis. The sum- 
marizing address, “Successful Sales 
Promotion Methods,” was delivered by 
Rivers Peterson. 

Upon the report of the nominating 
committee the following officers were 
then elected: President, E. J. Creis- 





F. X. BECHERER 
Secretary 


E. J. CREISSEN 
Re-elected President 


sen, St. Louis; vice-president, Victor 
Schwein, St. Joseph; secretary, F. X. 
Becherer, St. Louis; and treasurer, F. 
J. Warnhoff, Booneville. The follow- 
ing members now compose the execu- 
tive committee: Herbert E. Brown, 
Trenton; William Bahn, Cape Girar- 
deau; B. Gude, St. Louis; L. R. Holt, 
Fulton; J. A. Spillman, Rolla, and Geo. 
C. Eberlin, Hermann. 

At the final session, Thursday after- 
noon, the session theme was “The 
Problem of Buying.” Rivers Peter- 
son delivered the principal address on 
“The Problem of Buying.” Mr. Peter- 
son brought out many very interesting 
and instructive points, concluding: his 
talk with some sound advice to the 
dealers with regard to affiliating 
themselves with buying organizations 
that have recently been formed. He 
advised careful consideration before 
signing any contract tendered by such 
organizations. 

The following topics were then dis- 
cussed by the dealers mentioned in an 
open forum discussion, which was the 
concluding feature of the convention: 
“Determining Customer Require- 
ments,” W. B. Sappington, Mexico 
Hardware & Furniture Co., Mexico; 
“Understanding Consumer Attitude,” 
R. E. Williams, Silex; “Price Lines,” 
“Preventing Outs” and “Eliminating 
Slow Movers,” C. C. Carter, Carthage; 
“Speeding Up Turnover Through 
Stock Control,” “Facing the Facts of 
Competition” and “Watching Trends,” 
J. D. Reynolds, Carthage; and “The 
Search for Price” and “Competition 
and Cooperation,” J. G. Wade, Monroe 


City. 








TO OUR SECRETARIES! 


By SAUNDERS NORVELL 


LL history is full of the great deeds of heroes 
and heroines. Some of them have become 
sainted. Elbert Hubbard, one evening 
after dinner, having an overwhelming im- 

pulse, wrote his immortal booklet: “A Message to 
Garcia.” This was the trenchant story of a man who 
did his job well. This story was translated into many 
languages and has covered the world. Congress, years 
afterward, voted a medal to the man who carried the 
message, but most of us don’t even remember his 
name, and I must confess I don’t as I write these lines. 
But we remember the story, and this unknown man 
stands as a type of courage, intelligence, loyalty and 
efficiency. 


So, for many months I have had the urge to write 
of one of the heroes of business. I wish I could write 
with the thrilling eloquent pen of a Hubbard, but not 
being able to do this all I can do is to tell the story 
simply in my own words in my own way. When the 
juggler of Notre Dame wished to express his grati- 
tude to the Virgin, all he could do was to juggle be- 
fore the Virgin. The monks were scandalized at the 
performance, but just as they were about to throw 
him out, a miracle happened. The Virgin opened 
her eyes and smiled at the juggler. He was doing his 
best. His intentions were good. The story of the 
juggler of Notre Dame makes a wonderful opera, the 
only opera ever written without any sex motive in the 
story, an opera written by a man and sung entirely 
by men, not a woman in the cast. 


The hero I am going to write about in this article 
is not a hero at all. She is a heroine. This article 
is dedicated to the stenographer who became a secre- 
tary, and I wish here and now to express my thanks 
to three secretaries I have had in my business career 
—three courageous, intelligent, loyal, honest and hard- 
working women, who have been of great help to me 
in my work. I have read articles about business 
women. I have even read a story called “The Office 
Wife.” These articles and stories were good in their 
way, but to my mind they missed the full significance 
of the service that is being done in the business world 
by the real business secretary. 


Ler me say right here in the beginning that if I 
were given any executive position anywhere, my first 
consideration in accepting such a position would be 
to secure the services of a competent secretary. The 
services of such a woman are invaluable. She is a 
pearl beyond price. She is a shock absorber. She 
saves your time. She adds to your efficiency. She 
supplies a memory when yours fails. She can find 
papers when you are at a loss. 


In these degenerate days, when law is breaking 
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down, when graft is rampant, when dishonesty covers 
all the space on the front pages of the papers, we 
practically never hear of any failure of trust on the 
part of a business secretary. She knows your per- 
sonal secrets. She knows your business secrets. She 
handles your bank accounts. She counts your money. 
She protects you from grafters. She heads off the 
bores. She tells you of your engagements. She 
urges you to do your work. She encourages you to 
do better work. The epic of the business secretary 
has never really been written. She has never received 
credit for all she does. 


Now you will ask: “If you have had three wonder- 
ful secretaries, how did you get them? How did you 
hold them? How did you train them? Therefore and 
consequently, allow me to make some passing remarks 
on this subject. 


There have been periods between the times when 
I had my three real secretaries, when I was inflicted 
with a number of young ladies who were liabilities in- 
stead of assets. I remember a pretty young flapper, 
who had to rush out every fifteen or twenty minutes to 
powder her nose. I remember all of her telephone 
calls when I was in the midst of some important let- 
ter. God have mercy on you, if you wish to do a 
day’s work when you have one of this type at your 
elbow. They don’t know! They can’t remember! 
All of their interest seems to be centered on dates, 
and all of these dates are after 6 o’clock. 


ear of all, a real secretary should not be too 
young. She should have reached the age of discretion. 
There is a certain age, betwéen the flapper and the 
lady who is becoming crabbed, in which you will find 
your ideal secretary. She is not gullible, but still she 
has not lost all of her illusions. She is practical, but 
she still enjoys a moonlight night and a book of 
poems. She is human. She has a good understand- 
ing of human nature. She has great self-respect, 
poise and balance, so she does not slop over. She 
must have a remarkable memory. She must remem- 
ber people, names, initials, days and dates, and pa- 
pers. Of course when you advertise for a secretary, 
when the applicants for the job call, they are all good. 
They all have splendid references. They all left their 
last positions for excellent reasons. But just try one 
simple test. Dictate to the young lady, slowly at first, 
and then more and more rapidly. Then ask her to 
read back her notes. If she can read her notes quick- 
ly and correctly, she knows her business. 


The home type of secretary is always best. By that 
I mean the girl who lives at home with her family, 
and has no aspirations for the stage, or to sing in 
grand opera. Then there is the problem of dress. 
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Of course it is none of your business just how your 
secretary dresses, but it does make a whole lot of dif- 
ference in your life when you have to look at her all 
day. For a brief period one time I had a secretary 
who had no color sense. The colors she wore and 
the gorgeousness of her attire got on my nerves. In 
the good old summer time she believed in low-necked 
dresses and short sleeves. She was a perfectly nice 
girl, but I often wondered where she gathered her 
ideas in regard to her costumes. A girl should not 
dress for business as she would dress to go to a lawn 
party or to the seashore. There is a certain fitness in 
all things, and, as I remember, the three ideal secre- 
taries I have had all dressed like ideal secretaries. A 
middle-aged man filling a dignified position certainly 
looks funny when he sits at his desk dictating to a 
secretary all dressed up for a pink tea. Even your 
visitors, those who know you well, inquire where you 
got her. No man should be placed in the position of 
having to explain his secretary. If it is necessary for 
one of the two of you to be dignified, at least your 
secretary should be dignified and convey the idea of 
dignity, even when you can’t yourself. 


One of the most important duties of a secretary is 
keeping track of papers. In a large organization pa- 
pers are passed around from department to depart- 
ment. Your secretary must know just where they are. 
If she hasn’t the papers in her files, she must know 
in what files they repose. Some papers go to the 
general files, others of special importance are kept in 
combination files. She must know how to divide the 
general papers from the special papers and she must 
file them accordingly. She can’t expect you, in the 
hurry of business, to stop and tell her just where to 
file each paper. She must have filing sense, just as 
some people have card sense. Then there are a lot of 
people to whom you write, whose names no one could 
be expected to remember. Take, for instance, applica- 
tions for positions. Maybe today there is an applica- 
tion for a certain job. There is no opening, but next 
week there is an opening. Then you wonder who it 
was who applied for the job. But that paper is filed 
under some name, and the name is forgotten, and, of 
course, in large general files, the letter is lost. Your 
competent secretary, therefore, will have a file for 
these letters. She will classify them and not file them 
by names, but by the subject of the letter. Often 
when an application for a position impresses me favor- 
ably, I make a special mark on the letter and it is 
filed in my file of “good men.” That is what I call 
the file. This file is sub-divided into various depart- 
ments, such as “Good Men for Sales Department,” Ac- 
countant Department, Factory, etc. My secretary does 
this work without asking any questions and she can 
produce these letters at a moment’s notice. Then I 
have another habit. When a correspondence starts, 
possibly in connection with a legal case, the letters 
pertaining to this case are not filed in the usual way. 
My secretary starts a binder, and all the letters bear- 
ing on this case are filed in that binder, chronological- 
ly. This is case filing. At least that is what I call it. 
And when I call, for instance, for the Smith case, this 





binder is laid in front of me with all the original let- 
ters-and copies of letters pertaining to that case. In 
other words, all filing cannot be done in the same way 
and be convenient. 


I can remember once upon a time, when I reorgan- 
ized a business, along with the reorganization came 
the filing department. In that business they seldom 
or never were able to find anything in the way of a 
paper. They filed alphabetically and I remember 
learning that there are more names beginning with S 
in the world than any other letter. So after a while 
we changed the system of filing in that business and 
arranged the files by States and then by towns. With 
that system, even when papers were misfiled, there 
was a better chance of finding them because all of 
Texas, for instance, would be together, while if a let- 
ter happened to be filed among the S’s in the other 
system, it was hopelessly lost if misfiled. 


There are certain simple methods that save a great 
deal of time in handling papers that come over one’s 
desk. For instance, when I read a letter, especially 
a long one, with my pencil I make rings around the 
paragraphs in that letter that require an answer. Then 
when I dictate, I look for these rings, and as I answer 
that part I check up the center of the ring. You at 
least have the satisfaction of knowing, when you have 
checked up all these rings, that you have answered 
all the important parts of your correspondent’s let- 
ter. This is a very simple system, but it is worth 
using. It helps the fast worker. Another system that 
I like to see in an office is to have everyone who reads 
a letter put his initials in pencil on the letter. Then 
as the letter is passed from hand to hand, you can tell 
at a glance who has had the letter. When this is not 
done letters are frequently passed to and fro an un- 
necessary number of time. When an office force gets 
in the habit of initialing papers, it takes no time at 
all. It is done automatically. 


Te most dangérous secretary in the world is the 
one who takes down your dictation carelessly, and 
then writes the letter according to her own ideas as 
to how it should be written. Self-confidence is a good 
thing, but self assurance of this kind on the part of a 
stenographer is exceedingly dangerous. Every dicta- 
tor in an important business should have a secretary 
so accurate that he can sign his letters every day 
without reading them over. In other words, so ac- 
curate that the percentage of errors in the writing 
of your letters is practically nil. It is bad enough to 
have to dictate long letters to your correspondents. 
But it is terrible to have to read your own letters all 
over again. Besides that, it takes a world of time. 
Once when I was a sales manager, I wrote a great 
many personal letters to customers. I practically 
covered the country with these letters. Every letter 
was a personal letter. I was often asked how I could 
possibly find time to do this work. The answer was 
very simple. I would write out on a sheet of paper a 
number of paragraphs. These paragraphs would 
cover almost every case, and almost everything that 
(Continued on page 72) 
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MILLERS FALLS AND GOODELL-PRATT MERGE 


Millers Falls Co. Will Be Operating Company with Its Present 
Officials the Officers of Consolidated Organization—Wm. M. Pratt 
Becomes a Director—Both Lines of Tools Will Be Continued 


Announcement has been made 
ef a merger between two of the 
country’s leading manufacturers 
ef fine tools—the Goodell-Pratt 
Co. of Greenfield, Mass., and 
Millers Falls Co., of Millers 
Falls, Mass. The Millers Falls 
Co. will be the operating com- 
pany and the officials are to be 
the present officials of the Mil- 
fers Falls Co. They are Philip 





PHILIP ROGERS 
President Millers Falls Co. 


Rogers, president; George U. 
Hatch, vice-president; John W. 
Smead, vice-president, and Earl 
D. Holtby, treasurer. William 
M. Pratt, president of the Good- 
ell-Pratt Co., has been elected a 
member of the board of direc- 
tors, composed of the following 
additional members: Philip Rog- 
ers, E. D. Holtby, J. W. Smead, 
G. U. Hatch, G. C. Lunt and 
FE. P. Stoughton. 

This consolidation will bring 
together the manufacturing ex- 
perience and merchandising abil- 
ity of the two concerns, with a 
combined background of over a 
hundred years of fine tool man- 
ufacturing and merchandising. 
The two lines of tools will con- 
tinue to be manufactured under 
their present internationally 
known trade-mark. 

The Millers Falls Co. has 
been engaged in the manufac- 
ture of high grade tools since 





1868. In 1869, Edward P. 
Stoughton became associated 
with the company, and he is at 
the present time chairman of 
the board of directors. Much 
of the company’s prominence in 
the tool field is due to his con- 
stant application to the selling 
problems of the company, both 
in this country and abroad. 

In 1876, George E. Rogers 
joined the company as secretary, 
later attaining successively the 
positions of treasurer, vice-pres- 
ident and general manager. His 
son, Philip Rogers, is now pres- 





GEORGE U. HATCH 
Vice-President Millers Falls Co. 


ident of the company. George 
U. Hatch, vice-president in 
charge of sales, has had mtch 
to do with the steady growth 
of the business in the past few 
years. 

The Millers Falls Co. was a 
pioneer in the development of 
the hand drill and the distribu- 
tion of hacksaw blades. In 
1920 it acquired the West Ha- 
ven Manufacturing Co., Savin 
Rock, Conn., manufacturers of 
Universal hacksaw blades. Since 
1927 it has been a prominent 
factor in the electric tool field, 
marketing its power tools with 
a corps of specially trained 
salesmen. 

The Millers 
been one of the 


Falls Co. has 
leaders in the 
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national movement aiming to- 
ward concentration of purchases 
and has developed a broad line 
consisting of twelve major divi- 
sions to help the hardware dis- 
tributor effect the economies 
that come from this policy. Those 
twelve divisions include electric 
tools, hacksaw blades and 
frames, breast drills, automatic 
tools, levels, miter boxes, braces, 





WILLIAM M. PRATT 
President Goodell-Pratt Co. 


planes, hand drills, auger bits, 
nail sets and punches. 

The Goodell-Pratt Co. was 
started in 1888, manufacturing 
automatic drills, hand drills, 
breast drills, drill chucks and 
automatic screwdrivers. In 1900 
the manufacture of precision 
tools was started under the name 
of the Massachusetts Tool Co. 
This company, together with the 
Lavigne Micrometer Co., of 
New Haven, both of which had 
been acquired by the Goodell- 
Pratt Co., controlled many pat- 
ents which form the basis of the 
Goodell-Pratt precision tool line. 
The factory equipment of the 
Goodell-Pratt Co. is among the 
finest in the industry for the 
manufacture of precision tools. 

William M. Pratt, president 
of the Goodell-Pratt Co., has 
long been identified with the 
tool industry and has traveled 
widely abroad developing the 





foreign markets for his com- 
pany. The slogan ‘1500 Good 
Tools,” familiar to tool users 
throughout the world, is an in- 
dication of the breadth of the 
Goodell-Pratt line. The Good- 
ell-Pratt catalog of over 400 
pages lists among others the 
following classifications: Ma- 
chinists’ and precision tools, iron 
and wood levels, chisels and 
punches, glass cutters, auto- 
matic hand and breast drills, 
hacksaw blades and frames, 
automatic ratchet and plain 
screwdrivers, vises, electric 
drills, miter boxes, light shop 
equipment, tap holders, carpen- 
ters’ tools and automotive tools. 

In commenting on the mer- 
ger, Philip Rogers, president, 
made the following statement: 
“Through the consolidation of 
manufacturing facilities and 
merchandising efforts, we aim 
to constantly increase the qual- 
ity of our products and also to 
work out effective methods for 
helping those engaged in the 
selling of tools. We find that 
users of tools are becoming 
more and more interested in 
obtaining a quality product made 
under an advertised trade- 
mark,” 

Concident with the merger, 
Walter W. Bricka, who has 
been general manager and a 
director of the Goodell-Pratt 
Co., announces his retirement 
from the organization on March 
31, 1931. He is an associate of 
the Ellery A. Baker Co., indus- 
trial engineers, New York City, 
and had been with Goodell- 
Pratt for two years. It is also 
understood that the West Ha- 
ven Mfg. Co., now at Savin 
Rock, Conn., will be moved to 
Greenfield, Mass. 





WEINSTEIN & LEVINE 
LEASE NEW QUARTERS 


The wholesale hardware firm 
of Weinstein & Levine, 81 War- 
ren St. New York City, has 
taken a five-year lease on new 
quarters at 72 Warren St., al- 
most directly across the street 
from its present location. 

The firm will occupy four 
floors, each 25 x 155 ft., which 
will permit the addition of new 
lines of hardware and _ house- 
furnishings to its stock. It is 
expected that the move will be 
completed by May 1. 
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FISHING TACKLE GROUP 
HAS OFFICIAL EMBLEM 


Member firms of the Fish- 
ing Tackle Institute will use 
this emblem in trade correspon- 
dence and literature. The in- 


stitute recently used an envel- 
ope stuffer with the emblem 
prominently displayed. The de- 
sign shows a man and boy, 





thereby conveying the idea that 
fishing is for the entire family, 
young or old. It is the pur- 
pose of the institute to promote 
fishing as a sport for men, 
women and children, and to co- 
operate with the United States 
Bureau of Fisheries as well as 
with the various State fishing 
commissions in the hatching, 
rearing and distribution of game 
fish. The institute members 
will cooperate with such or- 
ganizations as the Izaak Wal- 
ton League and similar groups 
in their efforts to conserve nat- 
ural fishing resources. 

Members are: American Fork 
& Hoe Co., Ashaway Line & 
Twine Mfg. Co., Cortland Line 
Co., Creek Club Bait Co., Lou 
J. Eppinger, James Heddon’s 
Sons, John J. Hildebrandt Co., 
Horton Mfg. Co., Marathon 
Bait Co, W. W. Mildrum, 
Jewel Co., Montague Rod & 
Reel Co., Ocean City Mfg. Co., 
Richardson Rod & Reel Co. and 
South Bend Bait Co. 


J. B. HOWE REPRESENTS 
THE W. W. BABCOCK CO. 


The W. W. Babcock Co., 
Bath, N. Y., ladder manufactur- 
ers, have announced the appoint- 
ment of J. B. Howe as repre- 
sentative in the New England 
territory. Mr. Howe, who re- 
sides at Lawrenceville, Pa., was 
formerly connected with the 
Ball Band Rubber Co. 


ALTORFER BROS. CO. 
APPOINTS DISTRIBUTORS 


Silas H. Altorfer, president, 
Altorfer Bros. Co., Peoria, Li 
has announced the appointment 
of additional distributors of the 
ABC washers, ironers, etc. The 
new distributors are: Vermont 
Hardware Co., Burlington, Vt.; 
Intermountain Majestic Co., 











Denver, Colo., and the Gurr- 
Smith Co., San Bernardino, 
Cal, 





REID, VICE-PRESIDENT, 
OF WALLACE BARNES CO. 


Harold B. Reid, formerly 
purchasing agent of the Wal- 
lace Barnes Co., Bristol, Conn., 
has been elected vice-president 
of the company and appointed 
as general sales manager. Har- 
ry C. Barnes, treasurer of the 
company, has been appointed 
purchasing agent. 





R. L. FOWLER HEADS 
FLORENCE STOVE CO. 
R. L. Fowler, formerly in 

charge of the manufacturing 

activities of Sears, Roebuck & 

Co., Chicago, Ill., has been made 





president and treasurer of the 
Florence Stove Bo., Boston, 
Mass., succeeding H. D. Car- 
ter, who has become chairman | 
of the board. | 


LOVELL BUYS DULUTH 
WOOD SPECIALTY CO. | 
ICE HOCKEY STICK LINE | 


Effective April 1, the Lovell | 
Mfg. Co., Erie, Pa., will oper- 
ate the ice hockey stick business | 
of the Duluth Wood Specialty 
Co., Duluth, Minn. The Lovell 
company has been engaged in| 
the making and distribution of | 
ice hockey sticks for several | 
years and will continue the | 
Wan-Gard brand formerly | 
made by the Duluth company, | 
as well as other hockey stick | 
lines. 





QUAKER MFG. CO. MOVES 
TO BUILDERS’ BUILDING 


The Quaker Mfg. Co. has 
moved its general offices from 
215 North Michigan Avenue, 
Chicago, IIl., where it has been 
located for seven years, to the 
Builders’ Building, 228 North 
LaSalle St. Quaker’s former 
offices were not as accessible as 
the new location. The entire 


| corporation. 





line will be on display at its 
new offices. 


HARVESTER UNIT HAS 
100th BIRTHDAY PARTY | 


To commemorate the 100th 
anniversary of the invention of 
the reaper by Cyrus Hall Mc- 
Cormick, officers of the In- 
ternational Harvester Co. of 
America were hosts at a dinner 
held Feb. 28 at the Portland 
Hotel, Portland, Ore. Thomas 
J. Aughinbaugh, manager of 
the Portland branch, presided 
at the banquet, which was at- 


tended by 150 guests, including 
a group of employees and 


officers of the Seattle branch. | 


Prior to the banquet the guests 
were entertained at the Ori- 
ental Theater, where the film 


“Romance of the Reaper” was | 
shown. 


Among the speakers were: 
Mr. Aughinbaugh, W. D. B. 
Dodson, Portland Chamber of 
Commerce, C. C. Colt, First 
National Bank, and W. L. J. 
Davies, of the United States 
National Bank. 





MEYERS, COMPTROLLER 
FOR GENERAL GRINDER 
The General Grinder Corp., 

Milwaukee, Wis., has announced 


; P. Chandler, who started with 
| the firm 


| CHANDLER & BARBER CO. 
HONOR TWO EMPLOYEES 

On March 13 employees of 
| the Chandler & Barber Co., 
| Boston, Mass., wholesale hard- 





ware distributors, celebrated the 
second anniversary of the com- 
pany’s removal to its present 
quarters at 113 Huntington 
Ave. Ralph F. Barber, trea- 
surer, presented purses of gold 
and monogrammed bags to the 
two employees of the company 
with the longest service records. 
The men honored were Alvah 


in its beginning in 
1888, and Ralph R. Hope, who 


joined the organization in 1891. 





PAINT, OIL & VARNISH 
CLUB HAS MEETING 





the appointment of Andrew 


Meyers as comptroller of the 


More than 200 members of 
the Paint, Oil & Varnish Club 
met at the club’s regular din- 
ner and business meeting at the 
Hotel Biltmore, New York 
City, March 12. John C. How- 
ell, consulting economist, spoke 
on the subject, ‘Business and 
Economics.” R. W. Hafner, 
Standard Varnish Works, New 
York City, secretary of the 
club, was in charge of the af- 
fair. Entertainment and regu 
lar committee reports were fea 
tures of the meeting. 





BRIVIC BECOMES BUYER 
FOR WM. BLUMBERG CO. 








ANDREW MEYERS ia 


Mr. Meyers was 
formerly affiliated with 
Louis Allis Co., Milwaukee, 
Wis., in a similar capacity. He 
has joined the executive staff 


of the General Grinder organi- | 


zation to administer the finan- 
cial program in connection with 
the company’s expansion pro- 
gram. 

Mr. Meyers is known as an 
accounting authority, having 
appeared as 2 speaker upon the 


program of several conventions | 


of the National Association of 
Cost Accountants. He has 
written several 
with practical problems of ac- 
counting technique. 


The Fay Co., formerly 1lo- 
cated at 11 E. 31st St, New) 
York City, has moved to larger | 
quarters at 130 Madison Ave., 


New York City. A full line of | 
Fay electric floor machines is | 
on display at the new quarters. | 


the | 


papers dealing | 


Ira A. Brivic has been chosen 
as a buyer in the wholesale 
hardware and housefurnishing 
firm of William L. Blumberg 
Inc., 31 Warren St., New 
| York City. Mr. Brivic has 
been with the concern for some 
time and is well qualified for 
| his new position by reason of 
| his previous experience as a 
| hardware dealer. 
| He succeeds S. Peyser, who 
| resigned on March 1, as buyer 
lof hardware and tools after 
| having been affiliated with the 

Blumberg organization for the 
past 12 years. Mr. Brivic will 
| look after all lines formerly 
| handled by his predecessor. 





| KEOUGH DIES; 50 YEARS 
| WITH SIMMONS HDWE. 
James J. Keough, one of the 
oldest employees of Simmons 
| Hardware Co., St. Louis, Mo., 
| died March 11, following a 
| heart attack. Mr. Keough, 


FAY CO. MOVES OrFiegs | tee xt the com 
TO LARGER QUARTERS = | P2"Y More Mian om Years, in the 


| ing for a trip to Florida. 


buying department, was prepar- 
He 
was planning to leave March 
14 to pay a visit with his 
daughter. 

Mr. Keough was well known 
throughout the hardware trade 
to manufacturers and their rep- 
resentatives. 
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JOHN MAY TO HEAD 


WORCESTER OFFICE 


AMERICAN STEEL & WIRE 


John May, who has been man- 
ager of sales of the electrical 
and wire rope department of 
the New York office of the 
American Steel & Wire Co., 
Chicago, Ill., has been appointed 
assistant general manager of® 
sales under D. A. Merriman, 
vice-president and general man- 
ager of sales. Mr. May is to 
take charge of a new sales office 
which will be established on 
April 1 at the North Works, 
Worcester, Mass., to cover sales 
of wire specialties in New En- 
gland. 

F. Kenneth Sawyer, Worces- 
ter office, and Hugo D. Sharp, 
Boston office, will be his assis- 
tants. Mr. May finished his 








CANADIAN DISTRIBUTORS 
BUILD NEW WAREHOUSE 


McLennan, McFeely & Prior, 
Ltd., wholesale distributors of 
Vancouver, B. C., Canada, re- 
cently completed alterations and 
repairs made necessary by the 
fire in May, 1930, which de- 
stroyed the heavy goods ware- 
house of the company at Powell 
St. and Woodland Drive. The 
new structure, known as ware- 
house No. 1, covers an area of 
70,518 sq. ft., served by three 
large cranes. The company has 
issued a booklet which shows 
various sections of the new 
warehouse in operation. Ware- 
houses in Victoria, Vancouver 
and New Westminster are illus- 
trated in the booklet. On the 
rear inside cover is a list of 
some of the firms for whom 
the company acts as distributor. 


E. R. DAVIS CO. RETIRES 
FROM HDWE. BUSINESS 


E. R. Davis & Co., Clarks- 
burg, W. Va., hardware deal- 
ers have announced retirement 
from business as a result of the 
acquisition of a long time lease 
by another organization of the 
premises occupied by the Davis 
company. Ott Bros., Wheeling, 
W. Va., started the business in 
1872, which changed hands and 
altered its name several times. 
The company became incorpo- 
rated in 1925, the interests in 
the company passing into the 
hands of W. B. Wilson and C. 
D. Pickens. Mr. Wilson had 
been active in the store for 30 
years, while Mr. Pickens was 
with it for 15 years. 





college training as an electri- 
cal engineer in 1905, joining the 
sales department of the Ameri- 
can Steel & Wire Co., four 
years later. 








M. M. GODSCHALK ENTERS 
ADVERTISING FIELD 


M. M. Godschalk, 8821—171st 
St., Jamaica, N. Y., announces 
that he is prepared to handle 
direct mail and other forms of 
advertising for the trade. He 
was for many years a retail 
hardware merchant, but more 
recently represented the Duluth 
Show Case Co., Duluth, Minn., 
in the New York territory. 


HOWARD WOGLOM DIES 


Howard C. Woglom, Hart- 
ford Conn., died there on March 
7. He was born in 1874 and 
entered the employ of Brown & 
Sharpe Mfg. Co., Providence, 
R. I., at the age of 16. In his 
early twenties he went to Hart- 
ford, Conn., where he first 
joined Pope Mfg. Co. For 17 
years he was with the Pratt & 
Whitney Co. rising from 
draftsman to superintendent. 
During the war he joined the 
government service. Later he be- 





came connected with the Colt’s 
Patent Fire Arms Co., being 
closely associated with B. M. 
W. Hanson, vice-president, as 
works manager. 

Mr. Woglom became plant 
manager for Taylor & Fenn 
Co., retiring in 1926, after asso- 
ciating with the company for 
eight years. 


F. G. RUSSELL TO BE 
HONORED AT BANQUET 


Frederick G. Russell, who has 
been employed for 60 years in 
the trafic department of Land- 
ers, Frary & Clark, New Brit- 
ain, Conn., and at present traf- 
fic manager, is to be given a 
testimonial dinner on April 16 
at Hotel Burritt by members 
of the Traffic Bureau of the 
Chamber of Commerce. It is 
planned to invite several rail- 
road officials who have become 
closely acquainted with Mr. 
Russell. R. W. Poteet, traffic 
manager for the _ Stanley 
Works, is chairman of the com- 
mittee preparing the testimonial. 


KRABERHALL IS NOW 
SAFETY NUT CORP. 


Safety Nut Corp. is the name | 


of the organization formerly 
called Kraberhall, Inc. The 
company is located at Land 
Title Bldg., Philadelphia, Pa. 


Jersey Dealers Meet at Passaic, March 10 


Forty members and guests of 
the North Jersey Hardware & 
Supply Association met at the 
Elks’ Club, Passaic, N. J., 
Tuesday, March 10, with Presi- 
dent J. J. Leonard, South River, 
presiding. H. R. Conner, Pike 
Mfg. Co., secretary of the 
Hardware Boosters, compli- 
mented the officers on the good 
attendance, and was followed by 
Charles J. Heale, managing edi- 
tor, Harpware AGE, and presi- 
dent of the Hardware Boosters, 
who spoke briefly on the ad- 
vantages of cooperative think- 
ing about problems common to 
the hardware dealers in differ- 
ent parts of the State. He also 
explained the newly formed 
National Chamber of Associ- 
ated Merchants, and promised to 
furnish further details at a later 
meeting. 

R. J. Atkinson, Brooklyn, as 
the principal speaker, reviewed 
some of the highlights of the 
conventions he had attended and 
the hardware stores he had vis- 
ited in all parts of the country. 





He drew an interesting parallel 
between his observations of con- 
ditions and methods in New 
Jersey and other sections. He 
urged constant loyalty to the 
work of the association, which 
he said had been started and 
still sold on the mutual insur- 
ance rebate basis, but which, in 
his judgment, had long since 
offered advantages far greater 
than the insurance arrangement. 

H. A. Cornell, also of Brook- 
lyn, conducted the question box 
discussion devoted largely to a 
discussion of display methods 
and alleged unfair practices of 
manufacturers selling mail order 
houses at prices which jeopar- 
dized the future of the indepen- 
dent hardware dealer. 

Secretary Horace Moly- 
nueaux read the minutes of the 
previous meeting after which 
it was voted to hold the April 
14 meeting at Hackensack. 

In memory of the late Mor- 
ris Miller, former officer and 
constant worker of the organi- 
zation, the assemblage stood in 
silence for a minute. 


_— 








TIME-O-STAT CONTROLS 
CORP. IS PURCHASED BY 
MINNEAPOLIS- 
HONEYWELL 


At a meeting held last month 
by the stockholders of the Min- 
neapolis-Honeywell Regulator 
Co., Minneapolis, Minn., and of 
the Time-O-Stat Controls 
Corp., Elkhart, Ind., the acqui- 
sition of the Elkhart organiza- 
tion by the Minneapolis com- 
pany was approved. The Time- 
O-Stat Controls Corp. will be 
operated as a division of the 
Minneapolis company. By this 
unjon it is expected that dupli- 
cation of certain types of equip- 
ment will be eliminated. The 
line of the combined companies 
will be made to complement 
each other. 

W. R. Sweatt is chairman of 
the board, while M. C. Honey- 
well is president. Other officers 
are H. W. Sweatt, vice-presi- 
dent and general manager; C. 
B. Sweatt, vice-president in 
charge of sales; vice-presidents, 
J. K. Luthe, A. I. Wallace, G. 
A. DuToit, Jr., and J. W. 
Paulding; secretary, B. L. 
Boalt; assistant secretary, G. 
Spielman; treasurer, W. L. 
Huff, and assistant treasurer, 
F. S. Stimson. 


FRANK HOOVER DIES 


Frank K. Hoover, 77, died 
at his home in Chicago, IIl., 
March 6, following a heart at- 
tack. Mr. Hoover was a direc- 
tor of the Hoover Co., North 
Canton, Ohio, and was at one 
time president of the Kansas 
City Edison Co. In 1894 he 
joined a civil engineer in the 
making of the firm of Hoover 
& Mason. In 1910 he became 
sole owner of that firm. He 
was also president and director, 
Hoover Mason Phosphate Co. 
Mrs. Hoover and two sons sur- 
vive. 


BERNA, SALES MANAGER, 
OF NATIONAL ACME CO. 


T. S. Berna, since 1927 sales 
manager of the Union Twist 
Drill Co., Athol, Mass, has 
been appointed general sales 
manager of the National Acme 
Co., Cleveland, Ohio. After 
finishing his mechanical engi- 
neering course in 1912, he joined 
the Cutler-Hammer Mfg. Co. 
In 1915 he was made district 
sales manager of the New York 
office and the same year be- 
came sales manager at Cleve- 
land. Four years later he be- 
came sales manager with the 
G. A. Gray Co., Cincinnati, 
Ohio. 
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E. A. TANNER, MANAGER, 
CANTON, OHIO, PLANT 
OF MILCOR STEEL CO. 


The Milcor Steel Co., Mil- 
waukee, Wis., has announced 
the appointment of Earl A. 
Tanner as general manager of 
the Canton, Ohio, plant of the 
company. At the same time 





E. A. TANNER 


the company has announced that 
dluring the past year new build- 
ings and machinery have been 
added which will enable this 
unit to produce within its own 
walls practically all of the Mil- 
cor building products line. Of- 
fices have been rearranged for 
increased efficiency, and new 
men have been added for im- 
proved service. 

Mr. Tanner went to the Mil- 
cor plant in Canton as sales 
manager about six months ago, 
previous to which time he was 
manager of jobbing sales for 
the company, with headquarters 
in Milwaukee. During the ten 
years of active work calling on 
wholesale distributors, he made 
many acquaintances in the in- 
dustry. Under his supervision 
facilities of the Canton branch 
will be extended to give the 
highest service throughout the 
entire eastern territory. <A. F. 
Rich has succeeded Mr. Tan- 
ner as manager of jobbing 
sales. 


Cc. S. KNIGHT, JR., DIES 


Charles Sanford Knight, Jr., 
sales manager of electrical and 
wire rope of the American Steel 
& Wire Co., Chicago, IIl., died 
March 11. He was born in 
1864 and started working at the 
age of 14 as weigher and time- 


keeper with the Washburn- 
Moen Mfg. Co., Worcester, 
Mass. He advanced rapidly 


with the company, which was 














CONSENT DECREE DISSOLVES ASSOCIATION 
OF BOLT, NUT AND RIVET MANUFACTURERS 


Action in Federal Court, March 17, Terminates Year’s Confer- 

ence With Depariment of Justice Regarding Legality of Part of 

Association’s Operations—Decree Permits Manufacturers Right 
to Form New Organization—Graham Issues Statement. 


Concerted action among the 
members of the Bolt, Nut and 
Rivet Manufacturers’ Associa- 
tion, Pittsburgh, in regard to 
several features of its activi- 
ties is forbidden in a consent 
decree entered in the Federal 
Court for the Southern District 
of New York on March 17, it 
was reported at press time. 
The decree also provides for 
the dissolution of the present 
association within 90 days after 
its entry, but reserves to the 
defendants the right to form an- 
other association. Practices of 
the association which are speci- 
fically declared unlawful under 
the terms of the decree include 
the distribution plan, its method 
of establishing base prices and 
its system of establishing bas- 
ing points. In most cases, how- 
ever, individual companies are 
not prevented from taking ac- 
tion along the above lines, the 
terms of the decree referring 
only to action “by mutual 
agreement, understanding, plan, 
device or contrivance.” 

In commenting upon the de- 
cree, Charles J. Graham, presi- 
dent of the association, who has 
been largely responsible for the 
group activities and plan of ac- 
tion, made the following state- 
ment: 

“Throughout the past year, the 
Bolt, Nut and Rivet Manufac- 
turers’ Association has been en- 
gaged in conferences with the 
Department of Justice in re- 
spect to the legality of a por- 
tion of its plan of operation. 

“In order to bring all of its 
operations in line with the pres- 
ent policy of the Department, it 
has finally agreed to the entry 
of a consent decree, which for- 





later succeeded by American 
Steel & Wire Co. Mr. Knight 
was well known in electrical, 
power and industrial activities. 
Mrs. Knight, a son and two sis- 
ters survive. 


COMMERCE DEPARTMENT 
ISSUE BOOKLET “HOW 
TO JUDGE A HOUSE” 
The National Committee on 
Wood Utilization of the United 
States Department of Commerce 
has issued a booklet on the sub- 
ject “How to Judge a House.” 
One of the purposes of this pub- 
lication is to stimulate business, 
particularly building and con- 


bids concerted among among its 
members in regard to several 
features of its activities. The 
decree also provides for the dis- 
solution of the present associa- 
tion within 90 days after its 
entry, but specifically reserves 
to the defendants the right to 
form another association. 

“By this disposition of the 
matter, the industry avoids the 
expense and other undesirable 
consequences of a long and 
costly litigation. Immediate 
steps will be taken to form an 
organization which will so op- 
erate as to be free from any 
criticism on the part of the 
Government. 

“Final disposition of this case 
by agreement, on the basis de- 
scribed, is very satisfactory to 
the manufacturers. They have 
for many years made a special 
effort to keep the various gov- 
ernmental departments fully in- 
formed with respect to their 
many activities, with a view to 
clarifying and eventually ob- 
taining a definite understanding 
of the limitations imposed by 
the Sherman and Clayton Acts 
on such activities. 

“This decree clears the at- 
mosphere. The industry may 
now pursue, as in the past, a 
constructive policy, but with 
several legal uncertainties, en- 
tirely eliminated from the pic- 
ture.” : 

The method of distribution 
followed by the Bolt, Nut and 
Rivet Manufacturers’ Associa- 
tion under the direction of Mr. 
Graham was based upon an 
agreement between manufactur- 
ers and distributors that the 
former would solicit business 





only from a selected list of the 
larger buyers in the various 
districts. When smaller buy- 
ers sought to buy direct from 
manufacturers, they were quoted 
prices substantially the same as 
those named by distributors in 
the territory. While the manu- 
facturers reserved the right to 
quote any prices they saw fit 
to this class of buyers, they 
gave the jobber assurance that 
the accepted resale price in the 
particular territory concerned 
would be kept in mind. 

While this plan was speci- 
fically condemned in the decree, 
it was further stated that “noth- 
ing herein contained shall be 
deemed to enjoin any defendant 
from individually selecting its 
customers in a lawful manner, 
or from using a list of such 
customers prepared by it indi- 
vidually.” 

In the matter of forbidding 
concerted establishment of base 
prices or setting up basing 
points on which products are 
to be sold, the decree did not 
differ essentially from other de- 
cisions affecting the status of 
trade association practice. 

In defining the use of the 
words “concertedly” and “con- 
certed,” the decree specifically 
stated that they shall not be 
“construed to include merely si- 
multaneous and/or similar ac- 
tion independently taken on the 
part of two or more defen- 
dants.” This is of particular 
importance to industry, as com- 
peting companies are not de- 
prived of the right to follow 
the lead of some outstanding 
competitor in announcing its 
prices or price policies. 








struction activities, and to in- 
terest people in home owner- 
ship. 

In this booklet the reader is 
taken on a tour of inspection 
throughout the entire house. It 
is written in light, readable 
style, setting forth short cuts to 
economy without sacrificing good 
construction and design. One of 
the reasons for the popularity 
of this publication is the fact 
that it has the indorsement of 
manufacturers and distributors 
of practically all types of build- 
ing materials used in the con- 
struction of the average house. 
It discusses wood, steel, cement, 





brick and various other mate- 
rials, 

The committee, which was 
founded in 1925 by former Pres- 
ident Coolidge, is composed of 
makers, distributors and con- 
sumers of lumber and wood 
products. It is an impartial 
committee, made up of all 
branches of industry interested 
in wood utilization. The com- 
mittee works in close coopera- 


tion with official and private 
agencies. 
Copies of the booklet are 


available from the Superinten- 
dent of Documents, Washing- 
ton, D. C., at 10c. per copy. 
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L & H Two Slice 
Automatic Toaster 


L. G&G H. two slice automatic 
toaster No. 205 has large attrac- 
tive handles. Cord and plug are 
removable. Felt feet prevent the 
toaster from marring table tops. 
Toaster measures 84% x 7% x 
8% inches. This model operates 
at 660 watts, 110-120 volts. 
Shipping weight per standard 
package of three is 18 Ibs. 
Toaster is easily adjustable for light, medium or well done toast. A. J. 
Lindemann & Hoverson Co., Milwaukee, Wis., makes this product. 





Cyclone Burnit Baskets 


Burnit baskets are the new rubbish 
burners offered by the Cyclone 
Fence Co., Waukegan, Ill. They 
are smaller than the Catch-All bas- 
kets, made by the same company 
for many years and have been added 
to the line to meet the demand for 
smaller sizes for home use. The 
customer may now choose the 
Catch-All basket or one of the 
three sizes offered under the Bur- 
nit name. Sizes of these electrically 
welded baskets of No. 11 crimped 
wire are: No. 1, 20 in. high, No. 2, 
23 inches high and No. 3, 28 inches 
high. Cyclone Burnit baskets as 
wel! as the Catch-All model have 
flared sides so that they may be 
nested, enabling the stocking of the four sizes in a small space. 





Lufkin Feeler 
Stock Offered 
in 12-in. Pieces 


The Lufkin Rule Co., 
Saginaw, Mich., has an- 
nounced a line of popu- 
larly priced feeler stock. 
A feature of this stock 
is the method of pack- 
ing. It is furnished in 
handy twelve inch 
pieces, with both ends 
nicely rounded and marked with its thickness, and each piece put in 
individual envelopes. This eliminates all waste due to stain or rust 
spots caused by handling. Wéith the rounded ends, there is no waste 
from burrs and ragged edges. Stock is supplied in twelve sizes, .0015, 
002, .003, .004, .005, .006, .007, .008, .009, .010, .012 and .015 inches, 
and can also be furnished in an assortment, as illustrated, consisting of 
a box of twelve pieces of each of the following nine thicknesses: .0015, 
002, .003, .004, .006, .008, .010, .012 and .015 inches 





Street Skate with Wide Carrier 


The Richardson Ball 
Bearing Skate Co., 3312 
Ravenswood Ave., Chi- 
cago, IIl., has announced 
a ball-bearing street 
skate with widened car- 
rier. This improvement 
in design makes skating 
easier, gives the skate 
more flexibility or action 
and allows more in the 
way of fancy skating. It 
also. permits shorter 
turns. One of the most important features of the widened tread is the 
additional safety with which it can be used by children, The wide tread 
Richardson skate permits turning in an 18 inch circle, whereas the usual! 
turn distance is 36 inches or more. Corrugations have been added to 
the brace, which is of the up and down type. These corrugations make 
the new brace about 10 times stronger than the old type. 





Savage Springfield 
Automatic Shotguns 


Two 16 gage automatic shotguns are offered by the Savage Arms Corp., 
Utica, N. Y., as part of the 1931 line. The No. 723 is of the regulation 
5 shot design, similar to the 12 gage Springfield automatic brought out 


by Savage last year. The No. 726, known as the Upland Sporter has a 
capacity of three shots, two shells in the magazine and one in the 
chamber. This model meets the démand for a light weight, quick 
pointing, single barre! gun for field shooting. A novel feature of the 
Upland Sporter is the artistic game scene with which the receiver is 
decorated. With the addition of these two models, Savage Arms Corp 
now offers a complete line of Springfield Automatic shotguns. List 
price is $49.50 on both models. 


Glow Power Unit 
for Lawn Mowers 


The Glow Electric Co., Cincinnati, Ohio, offers this engine for turning 
any lawn mower into a power mower in a few minutes time. Power unit 
fits upon and operates easily every size and make on the Americar 
market, says the maker. Ample power is supplied by the two cycle 
engine which operates for eight hours on one gallon of gasoline. Its 
total weight is only 54 Ibs., which is evenly balanced by three point 
suspension. It is a substantial power unit, which can be attached by 
merely releasing one bolt and nut. Motor driven unit is available in 
gasoline or electrical motor model. The latter is especially adapted for 





‘ 
small lawns and can be operated from any electric light socket. Electric 
attachment weighs 48 Ibs. One hundred feet of waterproofed flexible 
cord is standard equipment. List prices are: gasoline power unit, 
$85.00 and electrical unit, $60.00. 


Fraim Forged Steel 
Case Cylinder Padlock 


The E. T. Fraim Lock Co., Lancaster, Pa., 
has announced its new model No. 424 
cylinder padlock. It combines the strength 
of a one piece, drop-forged steel case with 
a high security affording five disc-tumbler 
cylinder regularly furnished in 500 key 
changes. Shackle is of special hard alloy 
steel and entire lock is finished in bright 
cadmium. Appearance of lock is enhanced 
by an attractive, embossed, solid brass, 
name plate attached to front of case. To 
complete the rust proof properties all 
parts of the cylinder are of nonferrous 
metals. Locking bolt is hard drop forged 
bronze and springs are of phosphor bronze. 
Size is 1 9/16 inch diameter, while shackle 
rod is 7/32 inch diameter, just right for 
convenient appliance to % inch openings. Packing is one-half dozen 
to a carton. Weight per dozen is 5 Ibs. Suggested retail selling price 
is 50c. Dealer cost is $4.00 per dozen. 
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Week’s Price Average Was 
76 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
March 7, based on Dun’s quotations, 
averaged 76.0 per cent. This is the 
first advance in the average of any 
week this year. 

The present year’s highest average 
to date was 78.5, in the week ended 
Jan. 8; the average of one and two 
weeks ago was the lowest. The high- 
est average of 1930 was 93.7, on Jan. 
24; the lowest was 79, on Dec. 27. 

The average for the full month of 
February was 76.1, compared with 
77.7 for January, 79.6 for December 
and 92.7 for February, 1930. 





Wholesale Price Index 
Advanced in Week 
Ended March 7 


The weekly wholesale price index of 
the National Fertilizer Association, 
comprised of 476 commodity prices, 
showed an advance of one fractional 
point during the week ended March 7. 
Only during one other week of the 
present year has the index number 
advanced. During the preceding week 
the general index number declined 
two fractional points. The index 
number now stands at 75.9, compared 
with 76.4 last month and 91.2 for the 
corresponding week a year ago. (The 
index number 100 represents the av- 
erage for the three years 1926-1928). 
Seven of the fourteen groups in the 
index advanced and six showed no 
change. Fuel and petroleum products 
was the only group that evidenced a 
decline. The loss in the index num- 
ber for this group was due to reduc- 
tions in the prices for crude petroleum 
and gasoline. 

Prices for twenty-five commodities 
advanced, while prices for sixteen 
commodities declined. Hides, leather, 
coffee, rubber, silver, cattle, cotton- 
seed, wheat, bran, eggs, lard and cot- 


GENERAL MARKET 
NEWS oF THE 


Prospects Brighten 
In Hardware Trade 


New York, March 18.—Im- 
provement in crop prospects in most 
sections of the country resulted 
from the general heavy rain and 
snowfall during the past week. The 
ample precipitation allayed appre- 
hension of another serious drought; 
has been a boon to fall-planted 
crops, serving at the same time to 
put the soil in good condition for 
spring planting. As a consequence, 
the sentiment in agricultural sec- 
tions has improved markedly. 

Further gains in industrial activ- 
ity have lent confidence to prospects 
for the coming months, which are 
normally the most active of the year 
in the hardware trade. While whole- 
sale sales continue to run below 
those of the corresponding period 
of last year in most territories, it is 
believed that they will attain a level 
approaching last year’s within the 
next ninety days. 

More improvement has registered 
in the East and Southwest than in 
the Middlewest and South. The 
Northwest continues to occupy a re- 
latively better position than most 
other sections. 

Some firmness has developed in 
the price situation and it is believed 
that the downward trend in quota- 
tions has been checked. Advances, 
which have taken place in some 
basic commodities support this 
theory. 

Collections continue to have a less 
satisfactory status than is customary, 
although the general credit situa- 
tion is better than might be expected 
under prevailing conditions. 





tonseed meal prices advanced. Lower 
prices were noted for cheese, raw 
and granulated sugar, oats, barley, 
tin, silk, palm oil, starch, crude petro- 
leum and gasoline. 





WEEK 





General Electric Reduces 
Prices on Flame Shaped 
Mazda Lamps 


Effective March 1, the price of the 
25-watt F-15 (Flame-shaped) Mazda 
lamp was reduced from 40c. to 25ce., 
according to announcement sent re- 
cently to all district and division of- 
fices of the Edison Lamp Works and 
National Lamp Works from Nela 
Park headquarters. At the same 
time, the line of flame-shaped lamps, 
which heretofore has consisted of only 
white and flame-tint colors, has been 
augmented by an ivory finish. 

The popularity of this decorative 
type, of which 3,200,000 were shipped 
to agents in 1930, has made this price 
reduction possible, officials of the com- 
pany state. 


-Upturn in Residential 
Construction Is Expected 
By New York Trust Company 


A most hopeful sign in the building 
industry is the general feeling that a 
gradual upturn in residential con- 
struction will be witnessed in the not 
too distant future, according to the 
index published by the New York 
Trust Co. 

“The excesses of the years from 
1926 to 1928 are surely, if slowly, be- 
ing remedied and new demands for 
construction are in the process of de- 
velopment,” the index states. “Esti- 
mates have recently been made that 
the American people will spend at 
least $50,000,000,000 for residential 
construction in the next two decades. 
An industry which is assured of such 
a substantial backlog of business, in 
addition to comparable demands for 
other classes of building, can face the 
long term future with optimism.” 
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Woods Reports General 
Improvement in the 
Unemployment Situation 


General improvement in the employ- 
ment situation in some sections of the 
United States is indicated by reports 
coming into the President’s Emer- 
gency Committee for Employment 
from regional advisers in the field, it 
was declared by Col. Arthur Woods, 
chairman. 

Col. Woods based his opinion on re- 
ports from William Phillips and Thad 
Holt, regional advisers, respectively, 
for New England and the Southeast. 
Both men reported a decided upward 
trend in employment in their districts, 
with plants in a number of industries 
expanding forces and increasing pro- 
duction. 

In New England the textile, leather, 
shoe and watch industries are show- 
ing a “considerable speeding up,” it 
was said in Mr. Phillips’ report. 

Reports to the committee last week 
Col. Woods announced, showed con- 
tracts awarded for 183 projects total- 
ing $92,014,247 for public and semi- 
public works. This was an increase 
of nearly $20,000,000 over contracts 
reported for the preceding week and 
brought the total reported since Dec. 
1 last to $702,353,792. 

Among the contracts covered by the 
report were the following in New 
York State: Long Beach drainage 
system, $100,000; Spencerport sewage 
system and disposal plant, $160,000; 
Southfields School, $35,000; Brooklyn 
Junior High School No. 228, $400,- 
000; Suffolk County paving, $222,694; 
Brooklyn paving, $25,288; Brooklyn 
dispensary improvements, $165,000; 
Buffalo bridges, $33,964; Buffalo 
breakwater, $40,582; New York 
dredging in Harlem River, amount not 
stated; New York seven-story church 


and 26-story hotel, $3,450,000; 
Rochester School, $1,000,000; Erie 
County bridges, $31,769; Scarsdale 


storm drains and sewer, $92,000; Al- 
bany Junior High School, $1,500,000. 





Standardizing Hardware 
Products Appears Difficult 
In Europe, Says News Dispatch 


In recent discussions by hardware 
manufacturers of the possibility of 
standardization, there has been con- 
siderable opposition voiced, says a 
recent news dispatch from Hamburg, 
Germany. It is pointed out by most 
manufacturers that, with the popula- 
tion of Europe differing racially and 
in individual taste, standardization, as 
in the United States, is next to impos- 
sible. Each group of consumers de- 
mands a particular type or design of 
product, requirements sometimes dif- 
fering in two towns only a few miles 
apart. 

This peculiarity of demand in Eu- 
rope must be met, say the hardware 
manufacturers, and those who have 


endeavored to standardize and adopt 
mass production methods as in the 
United States have consistently lost 
business. In consequence, it is be- 


lieved that European hardware man- - 


ufacturers will always find it neces- 
sary to carry much larger stocks, and 
wider ranges of design and finish in 
the same products, than American 
makers. 


Massena, N. Y., Produced 
Nearly 44 Per Cent of the - 
Aluminum Made in 1930 


New aluminum produced in the 
United States during 1930 amounted 
to 229,035,000 pounds, valued at $50,- 
961,000, as compared with 225,000,000 
pounds, valued at $51,864,000, pro- 
duced in 1929, according to a state- 
ment of the United States Bureau of 
Mines, Department of Commerce. The 
principal producing plant was that at 
Massena, N. Y., where approximately 
44 per cent of the metal made in the 
United States was produced. Other 
works are at Niagara Falls, N. Y.; 
Alcoa, Tenn., and Badin, N. C. 

Certain of the established uses for 
aluminum showed decreases in 1930 
in demand for the metal, but these 
were more than offset by gains in 
other uses, particularly in strong 
aluminum alloy materials, in electrical 
conductors, and in paint. New uses 
have been developed and improve- 
ments made in older applications 
largely as a result of industrial re- 
search. 

Lessened consumption of aluminum 
in 19380 was especially to be noted in 
the automobile and aircraft branches 
of the transportation industry. Other 
branches of transportation, however, 
and certain other fields of consump- 
tion showed increases in demand for 
the metal, notwithstanding the fact 
that these same outlets suffered a 
general curtailment of production. 

Builders of truck and bts bodies, 
for example, incorporated aluminum 
strength members in body frames, in 
addition to low-stressed parts, such 
as paneling and roofing. Tank trucks 
for gasoline haulage and trucks for 
heavy commodities, such as coal and 
sand, to light merchandise now utilize 
aluminum in the form of strong alloy 
sheets and structural shapes, heat 
treated to develop maximum physical 
properties. 

The introduction in 1930 of a new 
piston alloy, of low expansion coeffi- 
cient, further insures the market for 
aluminum pistons. It is reported that 
over 75 per cent of the automobile 
passenger car manufacturers in this 
country is at present using alumi- 
num alloy pistons. 

Large structural shapes of strong 
aluminum alloys, available in sizes up 
to 85 feet in length and 14 inches in 
depth, were produced for use in rail- 
road and railway car construction, for 
trucks and busses, and such units as 
cranes and hoists. 





Credit Association Officer Says 
Bonus Loans Will Pay Debts 


More than half of the $700,000,000 
which war veterans are expected to 
borrow against their bonus certifi- 
cates will be used to liquidate per- 
sonal debts, according to Dr. Franklin 
W. Ryan, vice-president of the Na- 
tional Cash Credit Association. Such 
indebtedness includes debts to retail- 
ers, installment debts, overdue rent, 
life insurance policy loans and per- 
sonal loans. Dr. Ryan estimates that 
debts of these classes total $12,400,- 
000,000, of which the largest class is 
indebtedness to retailers, which is held 
to amount to $4,500,000,000. 

“It is this enormous total of $12,- 
400,000,000 of current indebtedness 
which is the basic cause of the tre- 
mendous wave of borrowing on the 
part of the ex-service men. Why mil- 
lions of former service men are seek- 
ing loans aggregating hundreds of 
millions of dollars has mystified many 
of our leading statesmen, but when 
we find that at the present time each 
family in the United States is in debt 
on the average of more than $350, it 
is not difficult to assign a reason for 
at least 60 per cent of this new $700,- 
000,000 of personal financing. 

“We have found from sampling 
studies of more than $3,000,000 in 
personal loans that fully 60 per cent 
of all small personal loans of all kinds 
are caused by previous indebtedness.” 





Gain in Building Is Seen 
by Bradstreet’s Review 


Bradstreet’s Review, speaking of 
building conditions and the signs of a 
revival, says: “The signs of a slight 
improvement in building prospects, 
visible in the January returns to Brad- 
street’s a month ago and stressed by 
this journal because of the first im- 
portance of the building industry as a 
ready money trade, have become a 
little more pronounced in the Febru- 
ary returns. 

“Five groups of cities out of the 
seven groups into which Bradstreet’s 
compilation is divided report gains 
over January, whereas only three 
groups in January showed gains over 
December, and lest these man be es- 
teemed merely seasonal expansions 
over early winter returns it needs to 
be noted that New York City, which, 
with the Southwestern cities, ac- 
counted for the entire gain in Janu-: 
ary, has about maintained in Febru- 
ary the percentage of increase over a 
year ago shown in January, and, while 
the Southwestern group has not 
shown an increase as it did in Janu- 
ary, the Southern cities do report a 
small increase.” 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, March 17. 


ARDWARE business has im- 
H bevres somewhat this month 

over February, although the 
volume is a little below the corre- 
sponding period last year. The mild 
weather and approach of spring have 
stimulated the demand for spring 
merchandise. The movement of staple 
merchandise also shows a little im- 
provement. While some retailers are 
buying in good sized lots, orders, as 
a rule, are rather small. 


IN DEMAND 


Demand for poultry supplies con- 
tinues quite active. Garden tools 
are moving better than recently and 
there is an increased demand for 
other steel goods. A moderate amount 
of activity has developed recently in 
lawn mowers and grass shears, the 
business coming from retailers who 
had put off their buying of these 
goods. There is still considerable 
activity in grass seed and fertilizers. 
Poultry netting and wire cloth are 
in fair demand. Screen doors and 
windows are still dull. Demand for 
enameled kitchen ware is exception- 
ally good. Mechanics’ tools, which 
have been moving slowly, have taken 
a little spurt. Many retailers are 
ordering their spring stocks of nails 
and wire which are in fair demand. 
Steel and prepared roofing are show- 
ing an improvement in activity, al- 
though the demand is still below 
normal. 


BUILDING ACTIVITY 


Building construction material used 
in the installation of electrical wir- 
ing shows some gain. The mild 
weather has interfered very little 
with building operations and has 


PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, March 17 


EVERELY cold weather during 

the last week has affected spring 

buying of hardware goods ad- 
versely, but on the other hand, deal- 
ers have been able to make some re- 
ductions in their stocks of cold 
weather items which had heretofore 
seemed likely to be carried over. More 
expensive lines, such as stoves and 
ranges, were not affected, but busi- 
ness in smaller items picked up con- 
siderably. In a few localities there 





AT A GLANCE 


Business has shown recent 
improvement although the cur- 
rent volume of sales is below 
normal. Spring and _ staple 
goods have shown mild gains. 

e+ $+ 


Poultry supplies are in ac- 
tive demand. Garden tools, 
lawn mowers, grass shears, 
poultry netting, wire cloth, 
enameled ware and mechanics’ 
tools are active. 

* 8 & 


Nails and wire are in fair 
demand. Steel and prepared 
roofing are in better demand. 
Some future orders for fall 
goods are being booked. 

* 8 # 


Prices on wire products have 
been advanced for the second 
quarter. Collections are slow, 
but considered fairly satisfac- 
tory in view of conditions. 











helped to sustain the demand for this 
material. Electric household appli- 
ances are quiet. 


RADIO SETS 

In radio lines there is a fair de- 
mand for midget receiving sets, but 
not much activity in the higher 
priced sets. Retailers are beginning 
to take more interest in spring sport- 
ing goods as is shown in an im- 
provement in orders for baseball, 
tennis and golf goods and fishing 
tackle. Automobile tires continue to 
move in satisfactory volume. 


were even occasional calls for ice 
skates and sleds. 


SPRING GOODS 


Prior to the colder weather, poul- 
try netting, incubator supplies, fer- 
tilizer and garden tools were moving 
out of jobbers’ stocks in fair volume, 
and this movement is expected to 
be resumed within the next week or 
two. Jobbers are preparing for a 
brisk demand for roller skates be- 
fore the end of the month, and sport- 
ing goods are also being stocked in 


Trade Improves, But Is Below Normal 
Prices on Wire Products Are Higher 


FALL MERCHANDISE 


Very few orders are being placed 
for seasonal merchandise for fall, 
although some business is coming out 
in stove pipe, stove board and sleds. 
While jobbers did a good business in 
sleds the past season, retail sales 
were not very satisfactory because 
the snowfall was lighter than usual 
in most districts. 


PRICE REVISIONS 


The most important price change 
is an advance in the manufacturers’ 
price on wire products for the second 
quarter. Standard and cement coated 
nails have been marked up 10c. a keg 
to $2 a keg, Cleveland and Pittsburgh, 
and annealed fence wire, galvanized 
and barbed wire and polished and 
galvanized staples have been ad- 
vanced $2 a ton. Corresponding ad- 
vances are expected to be made by 
jobbers. With the advance, the job- 
bing price on nails will be $2.10 per 
keg for car load shipments from the 
mills. Present prices on sheets, bolts, 
nuts and rivets have been reestab- 
lished for the second quarter. 

Collections are rather poor al- 
though as good as could be expected 
under present conditions. 


INDUSTRIAL CONDITIONS 


The industrial situation in this ter- 
ritory continues to show a slight im- 
provement. Employment in metal- 
working plants in Cleveland gained 
slightly in February over January, 
according to the monthly report of 
the Cleveland Chamber of Commerce. 
The motor car industry is slowly in- 
creasing production and gain in oper- 
ation of plants in the Cleveland ter- 
ritory is due largely to a better vol- 
ume of business in motor car parts 
and accessories. 


Cold Weather Items Are More Active 


> ae 
¢ General Price Revisions Are Effective 


lieu of increasing sales. With the 
close of the basketball season, the 
entire line of sporting supplies is 
dormant. Builders’ hardware con- 
tinues very dull, and other lines of 
staple hardware products are far less 
active than might be expected at this 
time of the year. 


PRICE REVISIONS 


Many unimportant price changes 
are being brought out from time to 
time, but the downward tendency is 
hardly so pronounced as it was in 
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the first two months of the year. 
New prices on stove boards, about 5 
per cent less than before, have been 
announced by local jobbers. The 
Tudor line of silver plated ware, 
manufactured by the Oneida Com- 
munity, has been reduced about 7% 
per cent. Teaspoons are now quoted 
at $2.10 per doz., and tablespoons at 
$4.20. Prices on wire and nails are 
expected to be revised upward in the 
next few days following a horizontal 
advance of $2 a ton by manufac- 
turers. 


INDUSTRIAL TRENDS 


Industrial indices in the Pittsburgh 
district during February generally 
were checked in their downward ten- 
dency. Pig iron production, steel in- 
got production, glass output and em- 
ployment all registered an upward 
movement, while building awards, 
bank debits at Pittsburgh, machine 
tool orders and car loadings were 
approximately the same. The only 
major index to continue downward 
was bituminous coal mining. Con- 
tinued gain in steel ingot production 
in western Pennsylvania and eastern 
Ohio is one of the most favorable 
factors in the industrial situation, 
and the seasonal influences which are 
bringing this about are expected to 
be continued for another two months. 
The steel industry as a whole is re- 
flecting the heavier specifications of 
practically all of the large consum- 
ing groups, and the gains are con- 
sidered satisfactory even though 
week-to-week improvement is pain- 
fully slow. The automobile industry 
has been the most active consumer, 
but pipe line requirements are grow- 
ing, and the coming of open weather 
is expected to add impetus to demand 





AT A GLANCE 


Under the influence of lower 
temperatures winter goods 
have enjoyed a good demand. 

* * & 

Activity in spring lines is 
expected to resume when tem- 
peratures become more mod- 
erate again. Prospects are 
good for a brisk business in 
roller skates, sporting goods 
and other staple spring lines. 

* 8 #& 


The downward price tend- 
ency is not as pronounced as 
it was earlier in the year. 
Higher prices on nails and 
wire seem likely. 

* & # 

It appears that the down- 
ward tendency in industrial 
indices has been checked. Sev- 
eral signs of an upward move- 
ment are evident. 











for heavy steel products going into 
building work. 


BUILDING PROJECTS 


New building permits in the city of 
Pittsburgh during January amounted 
to $582,335, as compared to $672,140 
in the corresponding month last year. 
Alterations formed a large part of 
the January total in western Penn- 
sylvania. Comparative figures are 
not greatly changed, although an in- 
crease of $1,000,000 in contemplated 


projects is encouraging. The 241 
projects contemplated in January, 
1931, were to cost $21,718,200, as 
compared to $20,718,400 for 303 
projects in contemplation one year 
ago. 


COAL MINING 


Activity in the mining of bitu- 
minous coal is not encouraging. The 
January seasonal increase did not 
materialize, and improved industrial 
demand was not forthcoming in 
February. As a result, new low pro- 
duction figures were established and 
demand and prices both continue un- 
satisfactory, 


EMPLOYMENT 


The employment situation seems to 
be improved slightly, but is still in 
an undecided state. Limited gains 
have been made in the glass industry 
and in several steel mills throughout 
the Pittsburgh and western Pennsyl- 
vania section. These gains have been 
so slight that adverse action by sev- 
eral mining companies and certain 
minor interests serve to cut them 
down to a point where only a very 
slight gain in general conditions is 
apparent. However, this in itself is 
a favorable sign, in that downward 
tendencies seem to be definitely 
checked. Payrolls have also increased 
in a limited way, but in most cases 
employees are not averaging better 
than a three-day week. 


COLLECTIONS 


Collections are at about the same 
rate as prevailed in February, which 
in turn showed a slight let down from 
the preceding month. 





KANSAS 


(Kansas City office of HARDWARE AGE) 
KANSAS CiTy, March 17. 


OTH dealers and jobbers in this 

territory are feeling better now 

as the result af a general heavy 
snow that put the trade area under a 
blanket of nine inches March 6 and 7. 
Several factors combine to produce an 
easier sentiment in the trade. First, 
there is the direct effect upon the sale 
of snow tools, etc. Whether many 
dealers have completely sold out their 
stocks is a question, but it is certain 
that the snow prevented scores of 
dealers from having to carry over 
their whole supply until next season. 


CROP OUTLOOK 


There is no doubt that the snow 
benefited the crop outlook. Nine 
inches of snow when melted is the 
same as 1.22 inches of rain. This pre- 
cipitation is the first of any signifi- 
cance to break the winter drought 


CITY: 


that existed through December, Jan- 
uary and February. Coming at a 
time when the ground is not frozen, 
the moisture had an opportunity to 
penetrate the top soil and will remain 
stored up to take care of the growing 
crops next summer. For fruit grow- 
ers, the snow probably was their sal- 
vation. According to George W. 
Catts, agricultural commissioner of 
the Chamber of Commerce, the un- 
seasonable weather had advanced the 
fruit trees and berry bearing shrubs 
away ahead of schedule and in a few 
more days they would have reached a 
stage in their development where a 
late freeze would have done serious 
harm. The snow came just in time to 
retard their development and now 
prospects for a good crop are better. 


AIDED UNEMPLOYMENT 


Then there was the temporary, 
though none the less real, aid to un- 


Moisture Improves Crop Prospects 
Spring Merchandise Moderately Active 


employment in the providing of jobs. 
of snow shoveling. The city manager 
made it compulsory for home owners 
to immediately clear their sidewalks, 
and in case of failure to do so the city 
hired it done and charged it up to 
taxes. General street clearing also 
provided temporary work for hun- 
dreds of men. 


STEPLADDERS 


Stepladders are moving out very 
well under the stimulus of low prices. 
Where jobbers are making special in- 
ducements through attractive prices 
galvanized ware and dairy pails are in 
good demand. 


SPRING GOODS 


Spring orders are coming in slower 
than usual, though they might be 
worse. The general feeling is that 
the advance bookings being made now 
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normally would have been made late 
last fall. 


FISHING TACKLE 


Some interest is already being man- 
ifest in fishing tackle for later deliv- 
ery. However, jobbers would like to 
see more activity than there is. Some 
dealers have tackle on display and are 
ready to start doing business as soon 
as the time comes. All indications so 
far point to an early season. 


PRICE INFORMATION 


One of the large tool manufactur- 
ers specializing in pliers and other 
hand tools has announced a general 
cut in prices on the whole line of 
about 10 per cent, to take effect April 
1. Some jobbers already have passed 


the reduction on to their dealers. 
Lamp chimneys, although the season 
on them is far from at its peak, have 
advanced 10 per cent, and there are 
rumors of a rise in the price of milk 
bottles, though nothing definite is 
known yet. Incidentally, one whole- 
saler says that so far about as many 
milk bottles have been sold as were 
sold up to the same time last year. 


PRICE REVISIONS 


Some other price revisions are effec- 
tive. A certain type of combination 
sink faucet which has been retailing 
at $6.50 has dropped to $5. Another 
faucet of the same make which for- 
merly brought $1.75 retail has been 
reduced to $1.35. 





TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, March 17. 


ENERAL conditions in the ter- 
Cites tributary to the Twin 

Cities continue on about the 
same level as for some weeks past. 
It is still too early in the year to de- 
termine just what or how much im- 
provement the year will bring in busi- 
ness. At the present time there seems 
to be no noticeable improvement, al- 
though orders for regular, items of 
seasonal stock continue to show a 
very good volume, 


FARM CROP OUTLOOK 


Precipitation has been quite gen- 
eral over the entire area, and this 
would seem to point to better condi- 
tions for crops for this year. Very few 
sections have not had a fair amount 
of moisture in the form of snow. With 
the average of spring rains, a good 
start for spring planted crops will be 
assured. 


CONSTRUCTION 


Home building is beginning to get 
under way for the year, although con- 
tractors are far from being in full 
swing of their year’s work. In the 
larger cities building seems to be 
picking up in the residential sections. 
There is a fair amount of commercial 
construction in progress, and a very 
considerable amount projected. Chief 
among this type of building for the 
Twin Cities are a new post office 
building for St. Paul, and one for Min- 
neapolis, and a comprehensive office 
building for the State of Minnesota, 
in St. Paul. In addition, many of the 
cities in the Northwest are planning 
business and educational structures. 
In some of the States new Govern- 
ment buildings are projected. The 
capitol building of North Dakota, re- 
cently destroyed by fire, will be re- 
placed by a modern structure. 





AT A GLANCE 


General conditions have 
shown very little recent 
change. Recent rains have im- 
proved agricultural prospects. 

* # 8 


Building projects are getting 
under way and considerable 
activity in building operations 
is indicated. 

* * # 


The local securities market 
shows firmness, indicating a 
generally healthy condition. 
Spring merchandise is receiv- 
ing the attention of retailers. 


e & & 


Prices are firm and show no 
important changes. The credit 
situation is as good as might 
be expected. A gradual im- 


provement in conditions is ex- 


pected. 











LOCAL SECURITIES 


The stock and bond market condi- 
tion is another indication of general 
business. While at the first of the 
year it was generally predicted that 
securities would probably show a 
steady advance during the first quar- 
ter, there is no certain indication of 
this at present. Securities, however, 
show a firmness in this market that 
indicates a good condition generally. 
(Securities referred to are particular- 
ly those of a more local nature, rep- 
resenting industrials in this section 





HOUSEWARES ACTIVE 


During the month of February most 
of the house furnishings departments 
of the various jobbing firms showed 
better sales than the preceding month, 
whether other departments kept up or 
not. 


CREDIT SITUATION 


That the rural bank situation is 
helping to make collections hard is 
unquestionable. However, the col- 
lection departments of some jobbing 
houses say that in spite of this they 
can see a slightly improved condition. 
The banks are generally calling in 
their money rather than loaning it 
out, and this tends to make the situa- 
tion rather tight. 


Conditions Are Practically Unchanged 
: Gradual Improvement Is Indicated 


of the country, and local bank stock 
offerings.) 


RETAIL PROSPECTS 


Merchants in all lines, including 
hardware, are ready for the spring 
demands of their customers. Spring 
merchandise of all descriptions is be- 
ing shown in the stores and show 
windows. Normally, this time of the 
year is one-of waiting for the turn of 
the year toward spring activities, but 
this year, with the continued mild 
weather, there seems to be a tendency 
toward trying to force the start of 
spring business. 


WISCONSIN TRADE 


In Wisconsin this time of the year 
is marked by the necessity of tax- 
paying, which merchants state, is 
causing a temporary cessation of reg- 
ular purchasing. This time is nearly 
passed there, and better retail selling 
is anticipated in the next few weeks. 
This is also true of some of the other 
States in the Northwest. 


PRICE TENDENCY 


Prices are firm, showing no changes 
during the past week. There is little 
indication that prices will change in 
the near future. 


BONUS LOANS 


Varying opinions are heard in ref- 
erence to the veteran’s bonus loan sit- 
uation. It is believed by some that 
this will act as a direct stimulus on 
trade, and better business is expected 
in this way. Others argue that much 
of the money thus obtained will find 
its way into other channels than mer- 
cantile activities. It cannot help but 
act favorably in the matter of col- 
lections for merchants who have been 
carrying accounts for necessities for 
the service men and their dependents, 
say others. It is still too soon to see 
what the outcome will be. 
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COLLECTIONS 


Credit managers in all lines are 
more intent than ever in keeping their 
accounts active and collections moving 
in the right direction. Retail mer- 
chants are watching their collections 
more carefully, and in many instances 
are being assisted in their collection 


ALBUQUERQUE 


ETAIL sales are reported as 
quiet, but about normal for the 
season. Banking generally 

throughout the State is in good con- 
dition. No bank failures were re- 
ported during this past year of gen- 
eral depression. 


CONSTRUCTION 


The Government’s emergency high- 
way program will include 17 projects 
in 10 counties of New Mexico, a total 
of 171.8 miles, of which some 82 miles 
will be oiled. Anticipated program 
of buildings for State institutions for 
next biennium, $1,560,495. Building 
programs in all cities of the State 
holding up to normal. U. S. Forest 
Service is spending approximately 
$415,000 this year on roads in the Na- 
tional Forests of New Mexico. 


ARIZON 


increased the supply of stored 

water in the. various reser- 
voirs; this will result in increased 
hydro-electric power and a_ reduc- 
tion of $2 an acre of the annual as- 
sessment in some sections. Alfalfa 
acreage and alfalfa production should 
be increased . owing to additional 
stored water, which, coupled with the 
release of some land from the non- 
cotton zone, may result in a slight in- 
crease in cotton acreage, although 
nothing definite has been announced. 
Range conditions throughout the 
State are more favorable for live- 
stock; the outlook for both cattle and 
sheep on the ranges is better than a 
year ago. 


CONSTRUCTION 


Road work is being speeded up 
throughout the State, as a result of 
the policy of the State Highway Com- 
mission to help solve the unemploy- 
ment situation, and the increase of 
one cent on the gasoline tax. Work 
on the pipe line for natural gas from 
El Paso to the mines, smelters and 
mills of the copper towns in the 
southeastern part of the State is well 
under way. Building construction in 


Ro ineres: rains have materially 


plans by organizations of more gen- 
eral scope, as well as local credit asso- 
ciations. 


GAIN EXPECTED 


It is believed by some that present 
conditions are the result of added 
caution on the part of the consumer, 
who is reluctant to spend, even though 


WOOL CROP 


New Mexico’s wool crop for 1930 
amounted to 336,000,000 lb., 25,446,000 
lb. above that of 1929. Mohair pro- 
duction for 1930 shows approximately 
2,000,000 lb. General rains through- 
out entire State in February assures 
spring feed on ranges and lambing 
outlook is good. 


OIL AND MINING 


Oil output in 1930 was 10,377,415 
barrels, as against 1,802,261 barrels 
in 1929. Metal mining is greatly cur- 
tailed on account of low prices of cop- 


AGRICULTURE 


Experiments with pecans in Lea 
County have been very successful and 


the central part of the State is on 
the upward trend, with the prospect 
that considerably more general con- 
struction will be done in 1931 than in 


1930. 
DEVELOPMENT 


Another step in the development of 
Paradise Valley is announced. This 
valley has certain rights to water 
which may be stored on the Verde 
River. The Supreme Court has ruled 
that the bond issue authorized by the 
land owners of Paradise Valley sev- 


Simplified Practice Continues 
on Shovels, Scoops and Spades 
(From Our Washington Bureau) 


The Standing Committee on Sim- 
plification of shovels, spades and 
scoops has reaffirmed without change 
the simplified practice recommenda- 
tion regarding these products for 
another year. In announcing this ac- 
tion, Alexander B. Galt of the Divi- 
sion of Simplified Practice, informed 
manufacturers, distributers and users 
that a survey conducted prior to the 
revision meeting indicated the degree 
of adherence to the recommendation 
to be approximately 96 per cent. 


he has the necessary capital, until he 
sees how the “tide will turn.” That it 
is almost certain to turn favorably in 
the Northwest is the general opinion 
among business men, and that this 
year will see a gradual improvement 
and resumption of good business is 
generally conceded. 


Retail Sales Are Near Normal 
Construction Will Provide Jobs 


large acreages there are found suita- 
ble to their production. Irish potatoes 
are becoming a successful crop in the 
Membres Valley; two crops a year are 
being raised on the same land with 
good results. Portales district re- 
ports a very successful season; as 
high as 2300 bushels of sweet potatoes 
were raised on 12 acres. Melons, 
sweet potatoes, tomatoes, green beans, 
peanuts and onions are all raised suc- 
cessfully in the Portales district. New 
Mexico is turning to poultry raising 
as a valuable agricultural business; 
egg hatcheries in the State now have 
a combined capacity of 500,000 eggs. 
—By Edgar Knight, secretary, Albu- 
querque Chamber of Commerce. 


Recent Rains Have Improved Conditions 
¢ Construction Projects Aid Employment 


eral years ago is valid, which will 
permit the sale of bonds when condi- 
tions are right. 


MINING 


Slight advances in copper help to 
stabilize this industry, but have not 
been sufficient to interest the large 
producers. Some increased activity 
has been noted in gold mining. No 
material change in employment in 
mining has been reported.—By M. E. 
Bemis, Phoenix Chamber of Com- 
merce. 


Tariff Commission Postpones 
Hearing on Agricultural 
Hand Tools 


(From Our Washington Bureau) 
The Tariff Commission has post- 
poned until May 12 the date of the 
hearing in the investigation regard- 
ing agricultural hand tools. The 
original date set was March 3. The 
postponement was granted in com- 
plianee with request for adjournment 
made by the parties interested. The 
Commission said it was in position to 
grant the postponement since the 
change in the date will not delay com- 
pletion of the Commission’s report. 
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CHICAG 


(Chicago Office of HARDWARE AGE) 
CHICAGO, March 17. 

HE best definite thing that has 

happened this year was the 

snow which fell recently over a 
wide strip of territory. In the Chi- 
cago area the blanket was fifteen 
inches deep. It had been years since 
moisture was so acutely needed 
throughout so much of the country. 
Business, of course, was temporarily 
inconvenienced by the snowfall, but 
the precipitation was so welcome that 
no one minded that. Traffic was im- 
peded for a few days and retail trade 
retarded, but in the long run the re- 
sults are sure to be highly beneficial. 
It would be impossible to make a sat- 
isfactory estimate of the money value 
of the snowfall. 


PROSPECTS BRIGHTEN 


For a while it was difficult for some 
of the hardware travelers to make the 
regular calls on their trade, but the 
roads were soon cleared. In Cass 
County, Illinois, several drifts were 
fifteen feet deep. In the central part 
of this State numerous municipal res- 
ervoirs had been virtually empty. The 
melting snow is replenishing their 
supply of water and the mains in the 
cities affected are again full. In some 
places there had been talk of closing 
the schools because of the situation. 
Many farmers had been obliged to 
haul water, even in sections seldom 
threatened with anything like crop 
failure. Not enough moisture yet has 
fallen to offset the shortage, but fears 
that the drought of last year might 
be repeated have been allayed. Farm- 
ers and merchants are relatively jubi- 
lant. Jobbers and manufacturers are 
deriving much hope from the im- 
proved weather conditions. 


IN ACTIVE DEMAND 


Despite the heavy fall of snow, tem- 
peratures have been mild. Spring 
goods are in early demand. Present 
signs indicate that the semi-annual 
house cleaning season is likely to 
come about three weeks in advance of 
its usual schedule. Insistent orders 
for house cleaning items are being 
written. By the same token, a good 
deal of kitchen ware is moving; ac- 
tivity in kitchen glass and dinner 


3 Snow Allays Fear of Water Shortage 
« Prospects Are Brighter for Spring Business 





AT A GLANCE 


Recent heavy snows have 
allayed fears of another 
drouth. Prospects now appear 
much brighter for spring busi- 
ness. 

* * # 

Housecleaning needs are 
in good early demand. Some 
items in kitchenware are en- 
joying an excellent demand. 


t+ £ 


Builders’ hardware is begin- 
ning to move in a fairly active 
manner. Paint prices are at 
their lowest point since the 


war. 
&¢ $$ & 


German and Belgian poul- 
try netting has less price ap- 
peal since the import duty was 
advanced. Leather goods are 
selling at very attractive 
figures. 











ware is pronounced. Retailers are 
again calling for gift goods, the post- 
holiday trade having exhausted their 
comparatively light stocks in many 
cases. One of the new items on the 
hardware market is an egg cooker 
that operates after the fashion of a 
percolator. It turns out the egg soft, 
medium or hard and keeps it warm 
until ready to be eaten. 


BUILDERS’ HARDWARE 


At last an upturn seems to be reg- 
istering in the long quiescent build- 
ers’ hardware field which has suffered 
loss of volume for so many months. 
Locks and other lines are showing 
real activity once more and there is 
hope that this may increase. Al- 
though contracting in general has been 
dull, an interesting pick-up is under 
way and it is beginning to look as 
though residential building this year 
may show a considerable improve- 
ment over 1930. Construction for in- 
vestment is still at a standstill. Banks 





Abbott Tells President Hoover 
Of Business Improvement 


General improvement in business 
conditions throughout the United 
States, with good prospects for fur- 
ther gains, was reported to President 
Hoover recently by Charles F. Abbott 
of New York, executive direztor of the 


American Institute of Steel Construc- 
tion. 

Mr. Abbott called at the White 
House to report his observation of the 
business situation during an extended 
trip to the South, Southeast, Pacific 
Coast and Middle West in the interest 
of the President’s Emergency Com- 
mittee for Employment. He _ con- 


are more than reluctant to finance 
such ventures. Many building bonds 
are in default. It is said, however, 
that when business and family in- 
comes return to normalcy something 
like a housing shortage may develop. 


PAINT PRICES LOW 


Paint prices are at their lowest 
point since the war. In August, 1921, 
the price to dealers on house paint was 
$2.50 a gallon; in May, 1923, it went 
as high as $3; today the price is $2.45 
a gallon, or five cents lower than in 
1921. The present movement of paint 
is seasonally slight; wholesalers are 
looking forward to the real volume of 
the year, which usually begins to reg- 
ister early in April. 


POULTRY NETTING 


Import duty on hexagon poultry 
netting has again been advanced and 
German and Belgian-made netting of- 
fers less price appeal in this country 
except near the seaports. This is a 
season of heavy demand for American 
netting, and the domestic manufac- 
turers have been steady in their pric- 
ing despite the competition offered by 
the inferior imported netting. Prices 
on electric wire are up 5 per cent and 
it appears that further advances are 
in prospect, including BX. 


LEATHER GOODS 


Leather goods are now interesting 
the wholesale buyer. Recently hides 
went to an average of 6c. a pound 
and the market immediately  re- 
bounded to 7c. The six-cent price was 
the lowest since 1894. Tanners took 
up all the available supply of sides 
at %c. It will take a week or so to 
see what, if anything, is to follow in 
the leather market. Leather stocks 
now on hand are heavy. The peak 
price of hides was during the war, , 
when they averaged 40c. a pound. 
The 1921 depression price was IIc. 
There are many bargains available in 
harness sundries now. Sweat pads 
are extremely low. Because of unta- 
vorable agricultural conditions, it is 
likely the farmers may depend more 
on horses than they did last year and 
the year before. If so, it will mean a 
better demand for harness and strap 
work. 


ferred with business leaders there. 

Mr. Abbott showed the President 
figures which showed that contracts 
already let for construction work to- 
taled $700,000,000 and that work on 
these projects was going forward. 

In addition, he said, there is $3,000,- 
000,000 worth of public and semi-pub- 
lic construction being planned. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
Boston, March 17. 


SLIGHT falling off in jobbers’ 
sales was noted the past week. 
Instead of running ahead of 

last year, as was the case a week ago, 
sales are now running about even 
with those for 1930. The decline in 
trade is generally attributed to recent 
weather, stormy conditions existing 
a majority of days, All things con- 
sidered, the jobbing trade is satisfied 
with things, and feels that with a re- 
turn of warmer temperatures busi- 
ness will materially pick up. 

The same better feeling reported in 
the retail trade a week ago still pre- 
vails. Retailers, so far as stocks go, 
are in a comfortable position. Losses 
in the number doing business occa- 
sioned by financial difficulties have 
been offset this month by new retail 
hardware concerns. Statistically, 
therefore, the retail trade has lost no 
ground. 


CURRENT SHIPMENTS 


Current shipments of merchandise 
by jobbers embrace a wide variety of 
stock. The activity of brooders and 
other chicken goods, wood pails, wash- 
boards and other household utensils is 
noteworthy. Items that are begin- 
ning to show signs of life include grass 
hooks, rubbish burners, lawn rakes, 
hedge shears, weeders, cultivators, 
flower bed guards, bouquet holders 
and flower boxes. 

Retail interest in fencing, glass, 
roofing materials, insecticides and 
lawn accessories is increasing, but 
jobbers now aver that buying of such 
things in all likelihood be delayed as 
long as possible. Some wire cloth, 
screens and screen doors have been 
sold, but with the mercury down to or 
around 32 degrees, jobbing salesmen 
have found it difficult to work up much 
enthusiasm among the‘trade. 


GO-GETTERS NEEDED 


Go-getters will be needed in the re- 
tail hardware trade this year is the 
opinion of jobbers. It will be no year 
to sit down and expect business will 
come to you. Competition among meat 
markets and grocery stores of New 
England never was keener than it is 
today. Almost every New England 
town and city is providing needy fam- 
ilies with tickets worth so much food. 
Independent markets discovered that 
chain stores were securing the bulk of 
this charity trade, and by applying 
direct to mayors of cities it is stipu- 
lated that these food checks or tickets 
must be cashed at independent stores. 
The independent’s argument was that 
the combined chain stores in this or 
that city did not pay an aggregate 





AT A GLANCE 


Brooders and other chicken 
supplies moving in volume. 


* * & 
Grass hooks, rubbish burn- 


ers, hedge shears and culti- 
vators showing signs of life. 


* * # 
; Building outlook not par- 
ticularly bright, but may im- 
prove with stock market. 
* & & 
Less unemployment and less 


part time workers in New En- 
gland this month. 











tax that equalled the tax of one in- 
dependent market. 

Had the independent market done 
nothing about the matter just so much 
more business would have been lost. 
Retail hardware dealers are confronted 
with similar vexing questions, with 
chain stores, mail order houses, de- 
partment stores and drug stores big- 
ger competitors than ever before. 
Everybody but the hardware dealer is 
pulling every string and utilizing 
every influence to secure business. 
That is why jobbers say Go-getters 
are needed in the retail hardware 
trade this year. 


BUILDING OUTLOOK 


At the moment the building outlook 
for spring, at least, is not very en- 
couraging. Architects, usually pushed 
to the utmost at this time of the year, 
are hungry for jobs. If a bank addi- 
tion is to be built, a schoolhouse to be 
constructed, or some less important 
construction work to be done, con- 
tractors, steel fabricators and supply 
dealers vie with each other for the 
job, with the result that there is little 
or no money in it for anybody but 
the contractor. The class of houses 
being built today is generally cheap. 

Hope is expressed in hardware cir- 
cles that the stock market will con- 
tinue to advance and reach a level 
where banking confidence will be re- 
stored. When that happens, it is said, 
the banks will be willing to loan 
money on construction jobs. But until 
it does happen things in all probability 
will not pick up in the building line. 


INDUSTRY GAINING 


While New England industrial con- 
ditions are far from satisfactory, 


Wholesale Sales Have Declined Slightly 
Current Volume Is on Par with 1930 


things are better than they were a 
month ago, and assuredly more hope- 
ful than was anticipated. One finds 
less unemployment in this section of 
the country than around the middle of 
February, and fewer workers on part 
time. 

Business recovery in the cotton tex- 
tile industry has been quite pro- 
nounced, despite temporary labor 
troubles fn spots. Recovery in some 
of the other major industries has been 
less pronounced, yet there is a slow 
steady gain. The president of the 
General Electric Co. recently paid a 
visit to the Lynn, Mass., plant and 
issued a rather optimistic business 
forecast statement. ‘General opinion 
seems to be that the pickup in busi- 
ness during April, May and June will 
be approximately 50 per cent greater 
than in January, February and March, 
and that the third quarter will witness 
a healthy trade flourishing. 


WIRE NAILS ADVANCED 


The American Steel & Wire Co. has 
announced an advance of 10c. a keg 
in wire nail prices. Jobbers have not 
changed their prices as yet, but if they 
do conform to the Worcester mill’s 
new price schedule it will bring the 
store base price up to $3 a keg, while 
direct shipments in car lots will cost 
$2.10, and in less than car lots $2.35, 
f.o.b. Pittsburgh. 

Other advances in prices made the 
past week have concerned individual 
items in a majority of cases and are 
of little importance. The most im- 
portant downward price adjustments 
is one averaging about 10 per cent in 
the cheap quality silverware and 5 per 
cent on extra heavy galvanized wash- 
tubs and 2% per cent on lighter ones. 


CREDIT SITUATION 


Those retail hardware dealers who 
make it a practice to discount their 
bills have not been quite so prompt 
this month as usual. It has been nec- 
essary for some of them to scratch 
around to produce the necessary cash 
to meet their indebtedness. Weather 
conditions are held responsible for 
their position, there being enough 
stormy days this month to pull down 
average sales. 

The usual slow-pays are just as slow 
as ever. Jobbers have succeeded, 
however, in bolstering up the credit of 
some of these firms by paring down 
the amount of merchandise sold to 
them and obtaining small cash pay- 
ments on long outstanding accounts. 
The credit situation really is sounder 
than it appears on the surface. 
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WEEKLY LETTER 


THE ONLY SHOT THAT COUNTS 1S THE SHOT THAT HITS 











Kleanbore Hi-Speeds have revo- 
lutionized the market for .22’s. 
Such accuracy was never known. 
They’re faster by 25% and give 
50% more wallop. In some in- 
stances, 35% higher velocity and 
80% more energy. Short, long, 
long rifle and W.R.F. sizes with 
Lead Lubricated bullets or 
Silvadry (ungreased) solid and 
hollow point. They’re the rim 
fire cartridges with a brass case 
— it’s stronger. 


More Kleanbore .22’s are sold 
than all other makes combined. 
Kleanbore is America’s chosen 
ammunition. 


President 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











EANBO 





REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
© 1931 R. A. Co. 
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LOS ANGELES: 


UTLOOK on business locally 
O continues optimistic. Addi- 

tional improvement during 
March is generally anticipated, even 
though February statistical compari- 
sons are unfavorable. Bank debits 
were slightly ahead of February, 
1930, placing the year to date 11 per 
cent ahead of 1930. Building per- 
mits, both in number and value, were 
below those of both January, 1931, 
and February, 1930. 


EMPLOYMENT 


Employment showed a decline for the 
month, contrary to the usual course. 
Postal receipts, while showing a total 
below February of 1930, made a daily 
average above that for January of 
this year. Stock exchange activities 
were below those of 1930, and also 
lower than in January of this year. 


MAJOR INDUSTRIES 


Among the important industries 
wearing apparel had a good month, 
with local factories busy filling Jan- 
uary orders; millinery experienced a 
good month for manufacturers of the 
better grades, while the factories 
making cheaper grades felt the effects 
of the depression. Furniture had a 
rather slow month, which is usual, but 
sent out a good volume of merchan- 
dise on January orders. Motion pic- 
tures were busy with current sched- 
ules. Construction was slow, with lo- 
cal contractors feeling the effects of 
the necessity for bidding in work at 
very low figures. Petroleum is pro- 
gressing with its curtailment program 
toward the goal of 500,000 barrels a 
day. 


AGRICULTURAL REPORTS 


Agricultural reports indicate a nor- 
mal season ahead; holdover stocks on 
hand in the various classes are being 
reduced and farmers are balancing 
low market prices with carefully con- 
trolled operating costs. Livestock 
prices have declined on cattle 
hogs, but have shown some better- 
ment on lambs and sheep. 


WATER COMMERCE 


Water commerce figures were 
somewhat lower in practically all 
lines. Reports of neighboring West- 
ern States indicate quiet business, 
with concentrated effort being given 
to construction as a means of provid- 
ing employment, and with agricul- 
tural conditions good. 


“8 © BANK DEBITS 


Debits to individual accounts dur- 
ing February were 4 per cent ahead 
of those for the same month of last 
year. Coupled with an increase for 





January over a year ago, this would 
indicate a trend toward greater retail 
business volume. The year to date 
is 11 per cent ahead of the same two 
months of 1930. 


BUILDING PERMITS — 


Continuing the slow pace set during 
January, building permits during Feb- 
ruary were still at an extremely low 
point. Value was behind January by 
3 per cent and behind February, 1930, 
by 5 per cent, with the number of per- 
mits being even lower. 

Total permits for the year to date 
are over 40 per cent below those for 
1930. Number of construction jobs 
has declined by 8 per cent. Much of 
the slack in private building construc- 
tion has been taken up by the abnor- 
mal volume of public construction, so 
that the effects upon labor and the 
material houses has not been as great 
as permit figures would seem to indi- 


cate. 
EMPLOYMENT 


Reversing the usual seasonal trend, 
employment during February declined 
materially from that of January and 
now stands at a point near the record 
low reached eight months ago. While 
this was the same course pursued by 
employment figures during 1930, it is 
just the opposite of the trend con- 
stantly exhibited in the several years 
previous to that time. 

Four of the principal industries 
showed marked changes compared 


Business Outlook Is Optimistic 
Trend Is to Retail Trade Gains 


with last month. Three of these 
changes were downward, and took 
place in motion picture, iron and steel, 
and wearing apparel. Food products 
manufacturing took a decided up- 
ward trend, but the other six indus- 
trial groups showed practically no 
change from last month’s figures. It 
is interesting to note that for the first 
time in many months employment in 


' the petroleum industry showed a 


slight gain. 


AGRICULTURE 


With the 1931 spring planting pro- 
gram just getting its stride, it is ap- 
parent that growers are basing their 
operations on expected returns no 
greater than those received last year. 
They are watching costs carefully 
and are showing a tendency to hold 
acreage of seasonal crops down to a 
reasonable degree. Few marginal 
lands or speculative crops will be 
planted in California this year. 

In one respect agriculture is in a 
better position than industry or com- 
merce. Agriculture was the first to 
be influenced by below normal prices 
and depressed conditions in general. 
Agriculture has experienced this for 
several years; industry and commerce, 
on the other hand, are just beginning 
to feel the full effects. Agriculture, 
then, knows what its troubles are, and 
this, growers feel, is half the battle. 
—Los Angeles Chamber of Com- 
merce. 





Institute Director Described 
New Adaptations of Steel 


Charles F. Abbott, executive direc- 
tor of the American Institute of Steel 
Construction, recently visited Wash- 
ington to consult with various Gov- 
ernment officials. Mr. Abbott has just 
returned from an extended trip, during 
which time he consulted with steel 
construction interests in New Orleans, 
Dallas, Phoenix, Los Angeles, San 
Francisco, Seattle, Portland, Tacoma, 
Denver, Omaha, St. Louis, Chicago 
and New York, visiting many of the 
important construction projects under 
way. 

He said: “The depression through 
which we passed in 1930 is developing 
new materials and new methods in 
construction. During the past year 
construction ranked first in the mar- 
kets for steel. By comparison the 
steel going into automobile manufac- 
ture, car building and other uses fol- 
lowed second to construction. We are 
finding new uses for steel in con- 
struction work and these new uses are 
proving so satisfactory that we ex- 


pect to continue and develop the mar- 
kets even after conditions are re- 
stored to normal. 

“Three hundred tons of stainless. 
steel were used in the walls of the 
Empire State Building in New York. 
This was the largest order ever placed 
for an alloy steel. In Chicago a 20- 
story apartment house has been de- 
signed to have walls and floors of 
steel. This will make possible more 
economical construction, for these 
walls can be put up in a fraction of 
the time it takes to lay a brick wall, 
and because the walls are thinner the 
building will have much more rentable 
space. 

“We are learning that wall space, 
especially in factories, is valuable and 
windows are expensive to maintain. 
In Fitchburg, Mass., the Simonds Saw 
& Steel Co. is erecting a new factory 
without windows because artificial 
light and ventilation is more certain 
than nature. Labor conditions in that 
factory will be far healthier and ac- 
cidents fewer because of the dependa- 
bility of artificial lighting and ventila- 
tion.” 
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~ Phe Proof 


$6f the Pudding 


When rope stands the punishment of the frozen 
north for many consecutive months and is in such good 
condition that it does not require replacing for another 
strenuous and lengthy expedition—it’s real rope. 


Such service is one of the achievements of the Co- 
lumbian Tape-Marked Rope equipment of the schooner 
Morrissey, famous explorers’ ship which has just sailed 
again for the far north. 


This guaranteed Rope is carried in stock by leading 
Jobbers, located conveniéntly throughout the United 
States. They will tell you how Columbian excels in 
waterproofing, how flexible it is, wet or dry and what 
a durable rope it is. Order Columbian Tape-Marked 
from your jobber. If he doesn’t stock it, write direct 
to us. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches :—New York Chicago Boston New Orleans Philadelphia 


Tv 


a 








COLUMBIAN is: ROPE 
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NEW YORK: 


NEw York, March 17. 


USINESS continues to make 
B steady seasonal gains, accord- 
ing to Metropolitan hardware 
jobbers, but the expansion has not 
been as pronounced as is customary. 
As a rule, March is one of the four 
best months of the year for most 
wholesalers, but it appears doubtful 
that it will rank as such this year, 
although much depends upon weather 
conditions during the balance of the 
month. April, May and June are the 
best months with local jobbers in nor- 
mal years and sales run about 50 per 
cent heavier during the three months 
mentioned than in March. This would 
indicate that replenishment business 
in spring merchandise aggregates a 
much larger volume than that of in- 
itial orders which are generally re- 
eeived by dealers during March. 


CREDIT SITUATION 


Most wholesalers are complaining 
about the credit situation. ‘They de- 
clare, in most instances, that it is 
much easier to sell the goods than it 
is to get the money for them. Some, 
however, believe that a lenient atti- 
tude toward outstanding past-due ac- 
counts will give dealers a chance to 
pay up within the next ninety days. 
Instances are reported of long-estab- 
lished retail firms that have always 
been prompt in meeting their obliga- 
tions, who have not as yet settled for 
merchandise purchased in the fall. 
While it is true that the credit situ- 
ation is far from being entirely satis- 
factory, it is also believed that the 
hardware trade is in much healthier 
financial shape than most other retail 
trades. In comparison, relatively few 
failures have been reported. With 
basic conditions showing mild im- 
provement it is thought business will 
be on a much more satisfactory basis 
by mid-summer. 


SPRING GOODS 


A growing interest in spring mer- 
chandise is manifest. Practically all 
of the staple spring lines are in fairly 
active demand, and in addition several 
new lines are moving in good volume. 
Within the past week items needed to 
protect furs and winter clothing from 
moths have begun to move. Moth 
balls, cedar flakes, tar paper, moth- 
proof bags, camphor cakes and similar 
items are being more generally han- 
dled by hardware dealers than ever 
before. Grass seeds and fertilizers 
are in excellent demand. Spraying 
materials are in good demand. Sev- 
eral manufacturers have recently 
placed complete lines of insecticides 
and fungicides on the market pack- 
aged in attractive containers. This 
move has met with a hearty response 








AT A GLANCE 


Business continues to make 
steady seasonal gains. Sales, 
however, have not attained a 
normal level. ; 

* % *& 

The credit situation is caus- 
ing some concern. New York 
jobbers say it is easier to sell 
merchandise than it is to get 
the money for it. 

* 8 4% 

Spring lines are in good de- 
mand and new lines are find- 
ing favor. The demand for 
housefurnishings is excellent. 

* * & 


Prices, in some instances, are 
firmer than at any time this 
year. It is believed that the 
downward price tendency has 
been checked. 











on the part of many dealers, who as a 
rule are seeking new lines having good 
possibilities. 


HOUSEFURNISHINGS 


Housefurnishings have been in 
better demand so far this month than 
at any time since early fall. An ex- 
cellent demand prevails for home 
wares for special sale purposes, as 
well as for most staple items. Medium 
priced goods are being favored. Clean- 
ing supplies are particularly active. 


CURRENT PRICE TRENDS 


Prices, in some instances, are show- 
ing more firmness than at any time 
this year. While it still remains a 
“buyer’s market,” fewer price conces- 
sions are said to be available on quan- 
tity business. The opinion is fairly 
general that the easier trend in quo- 
tations has been checked and that 
fewer declines will be in evidence in 
the future. Present prices, in the 
main, are considered low and attrac- 
tive. Prices on raw copper have 
fluctuated considerably recently, with 
the present figure at 10c. per pound. 
The General Cable Corporation re- 
duced its price on bare copper wire, 
in carload lots, to 11%c. per pound. 
The American Brass Co. has’ with- 
drawn former prices, but has not as 
yet put new quotations on its prod- 
ucts. The Revere Copper & Brass 
Co. lowered prices on brass products 
3c. per pound, and all copper prod- 
ucts containing 85 per cent or more 
of copper were reduced %c. per pound. 
The following prices are now effective 


Radeiaie Seasonal Gains in Sales Continue 
Collections Constitute a Real Problem 


on Universal electric vacuum clean- 
ers: 

Model 585, motor-driven brush type: 
Retail price, $39.50; dealer’s cost, lots 
1 or 2, $25.67; lots 3 or more, $23.70. 
Super-vacuum, Model 725, straight suc- 
tion type: Retail price, $39.50; deal- 
er’s cost, lots 1 or 2, $25.67; lots 3 or 
more, $23.70. Model 425, straight suc- 
tion type: Retail price, $29.50; deal- 
er’s cost, lots 1 or 2, $19.17; lots 3 or 
more, $17.70. Hand vacuum cleaner, 
No. 125: Retail price, $13.50; dealer’s 
cost, lots 1 or 2, $8.78; lots 3 or more, 
$8.10. 

The following prices have been an- 
nounced for grass seed and fertilizer: 


GRASS SEED: 

Central Park Prime, red top, rye 
grass, timothy, white clover: 100-lb. 
bags, $11 per 100 lb. net; 20-lb. bags, 
$12 per 100 lb. net; 1, 5 og 10-lb. bags, 
$13 per 100 lb. net. Central Park 
Choice, red top, blue grass, white 
clover, timothy, rye grass: 100-Ib. 
bags, $19 per 100 Ib. net; 20-Ib. bags, 
$20 per £00 lb. net; 1, 5 or 10-Ib. bags, 
$21 per 100 lb. net. Golfgreen Bent, 
blue grass, red top: 100-Ib. bags, $50 
per 100 lb. net; 20-Ib. bags, $51 per 
100 lb. net; 1, 5 or 10-lb. bags, $52 
per 100 lb. net. White Clover, me- 
dium: 100-Ib. bags, $38 per 100 Ib. net; 
20-lb. bags, $39 per 100 Ib. net; 1, 5 or 
10-lb. bags, $40 per 100 Ib. net. 


FERTILIZER 

26 oz., $2 doz. net, retails 265c.; 
5 Ib., $4.80 doz. net, retails 60c.; 10 
lb., $9.20 doz. net, retails $1.15; 25 Ib., 
$18 doz. net, retails $2.25; 50 Ib., $30 
doz. net, retails $3.75; 100 lb., $48 doz. 
net: 2 doz., 26 oz.; 1 doz., 5-lb. cans; 
5/12 doz., 10:lb. bags; 1/6 doz., 50-lb. 
bags; 1/12 doz., 50-lb. bags. 


GRASS SEED 

100-Ib. bags, $27 per 100 lb. net; 
20-Ib. bags, $28 per 100 lb. net; 1, 5 
or 10-lb. bags, $29 per 100 Ib. net. 


WHITE CLOVER 

100-Ilb. bags, $40 per 100 lb. net; 
20-lb. bags, $41 per 100 lb. net; 1, 5 
or 10-lb. bags, $42 per 100 Ib. net. 


STATE EMPLOYMENT 


An increase of 1.4 per cent in fac- 
tory employment in New York State 
from January to February was an- 
nounced by Industrial Commissioner 
Frances Perkins. 

This gain, which is a little larger 
than the usual seasonal gain from 
January to February, was caused by 
greater activity in clothing, textile, 
food and tobacco and leather goods 
concerns. Net gains in employment 
were also reported by the metal and 
machinery, wood manufacturers and 
water, light and power divisions. 
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3 Sizes — to retail at Low 


POPULAR PRICES 


Burnit Baskets are low-priced for volume sales! Every 
family in your city can afford one. That means big 
sales for you this spring, and every month of the 
year. You make a good profit on every Burnit Bas- 
ket. Nationally advertised. 

A size and a price to suit every customer. 20-in. high; 
23-in. high; 28-in. high. The Burnit Basket is made of 
heavy galvanized steel wire,crimped for extra strength. 
Every intersection electrically welded. Very durable. 


Feature Cyclone “Red Tag” Products: 


You can still sell the Famous Cyclone 4.5” Chain Link 
Cyclone Catch-All Basket Lawn Fence 


the same as ever. 





Cyclone Ornamental Order a good supply of Burnit and Catch-All 


he aa Baskets from your jobber for the big spring 


demand. If he cannot supply you write us. 


Cyclone Wire Screen Cloth CYCLONE FENCE COMPANY, 

















They Look for the Red Tag Gclone § General Offices: Waukegan, IIl. 
— the Mark of Quality an ) Branch Offices in All Principal Cities 
¥ br Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
©1931, C. F. Co. 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 

AMERICAN BRIDGE COMPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES Ou. WELL SuprLy Company 
AMERICAN SHEET AND TIN PLATE COMPANY CoLuMBIA STEEL COMPANY ILtinots STEEL COMPANY Tue Lorain STEEL COMPANY 
AMERICAN STEEL AND WIRE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co. 
CARNEGIE STEEL COMPANY FEDERAL SHIPB'LDG. & Dry Dock CompaNy NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 


Pacific Coast Distributors—Columbia Stee! Company, Russ Bldg., San Francisco, Calif. Export Distributors—United States Stee! Products Company, 30 Church St., New York, N. Y. 
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Stock the new Star- 
rett Gage No. 78 and 
you stock a sure 
leader. It has all 
the good points your 
eustomers look for 
im a feeler — yet it 
costs only 50e. 
Write for information 
on the special display 
card for Thickness Gage 
No. 78; ask for extra 


copies of Starrett Cata- 
log No. 25 “A”. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


Athol, Mass., U.S. Ac 











Redd Buys *3:75 Worth of Paint Per Capita 


(Continued from page 35) 


related to painting are grouped to- 
gether in the one centralized loca- 
tion. A ledge display, built in as 
an integral part of the paint shelv- 
ing, provides for an excellent dis- 


play of brushes, steel wool, wire 


brushes, sponges, putty, sandpaper 
and similar items. As a result of 
this kind of. display, related items 
suggest themselves to the customer, 
even when the salesman neglects 
it, which frequently increases the 
amount of the average sale. 


Advertising has also contributed 
substantially toward making the 
marked paint sales increase pos- 
sible. Whereas,the average dealer in 
towns the size of Cynthiana spend 
.89 per cent of sales each year for 
advertising, Mr. Redd spends 1.24 
per cent. This extra investment in 
advertising is directly reflected in 
the rate of stock turn. While the 
average store in this class turns its 
stock 2.48 times, Mr. Redd’s stock 
turn is 4.49 times. Care is always 
taken to have the store’s advertise- 
ments in local papers appear simul- 
taneously with those inserted in 
national periodicals by the paint 
manufacturer. This tie-up is pro- 
ductive of better results. 


Advertising Methods 


One of the most effective adver- 
tising ideas to be used by the store 
is what Mr. Redd terms “Local 
Evidence.” As an example, when 
a customer is sold an unusual quan- 
tity of paint for any purpose, a 
story of the transaction is prepared 
for the newspapers. Two or three 
times during the painting season 
a list is published of prominent 
farmers and business men who are 
buying paint from the store. Such 
advertising has been found more 
productive than the usual type, as 
it has an added news interest. 


When the manufacturer pro- 
vides “specials” or “leaders,” or 
announces price reductions, Mr. 
Redd believes in passing on the 
savings to customers immediately. 
It is his opinion that too many 
dealers make the mistake of at- 
tempting to pocket the difference 
themselves. This, he says, defeats 
the intended purpose and slows 


down the turn. During the past 
several months, when announce- 
ments of price reductions have 
been frequently made by manu- 
facturers, the store has stressed 
the price declines, in a series of 
newspaper advertisements, under 


_ the heading of “Price Bombs.” If 


the price of paint is lowered 15 
cents per_gallon, customers are im- 
mediately advised of the reduction 
through the medium outlined. 


Specials Used 


Specials are frequently used with 
good effect on such items as roof 
and bridge and barn paint. On 
these occasions it is not unusual to 
send out six thousand or more di- 
rect by mail circulars calling at- 
tention to the event. On the two 
items mentioned, August has been 
emphasized as the best month for 
their application. This has served 
to develop a nice volume of busi- 
ness that helps to straighten out 
the mid-summer sales curve. 


Late in May a special Paint Day 
is held. On one such occasion, $3,- 
307.56 worth of paint was sold in 
a single day. For two weeks pre- 
ceding the event, teaser ads were 
used to announce the event in both 
local papers. They were followed 
up with full page ads in each paper 
the day previous to “Paint Day.” 
This newspaper campaign was sup- 
plemented with a muslin banner 
twenty-five feet long, which was 
hung across the front of the store. 
Several “special” offers were made 
on various paint items. One large 
show window was filled with paint, 
while the sidewalk in front of the 
store was piled with five-gallon 
kits and pyramids of one-gallon 
cans. One glance was sufficient to 
assure any passerby that here in- 
deed was Paint Headquarters. 


Knowledge of Paint 


Mr. Redd’s sales force prides it- 
self on its knowledge of paint. A 
customer is never allowed to leave 
the store until it is definitely 
known that he has the suitable 
product for the job he has in mind. 
This advisory service is stressed in 
all advertising. Customers who 
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have purchased their paint else- have something to say about the 
where sometimes telephone the paint for the house and outbuild- 
store for advice on how to finish ings. The store is of the type that 
certain surfaces or other similar delights the woman shopper. It is 
problems. Every member of the thoroughly modern in every re- 
sales staff undergoes a thorough spect and presents that neat, clean, 
course of instruction so that they orderly and well lighted appear- 
are able to offer competent advice. ance which serves as such a strong 
When a customer brings up some magnet in attracting feminine 
very unusual problem, which the patrons. In advocating the use of 
salesman is unable to solve, it is a paint, Mr. Redd believes in being 
rule to ask some other salesman consistent and applies it liberally 
who does. Guesswork and evasive and frequently on both the exterior 
replies which would tend to mislead and interior of his establishment. 
the customer are carefully avoided. The “little extra push” Mr. Redd 
As a result of this practice the a He ; 5 
é ‘ applies in selling paint puts real 
customer relies upon the advice ten- ; ; ‘ 
“ ‘ ideas over and brings in real re- 
dered at Redd’s store with the ut- i ee 
é turns. This slight extra effort re- 
most confidence. Store meetings . ; 
ee tied: Hie Wade ivi quires some planning and close at- 
- 2 ee _s tention to small details. Often 
the salesmen a more embracing 
knowledge of finishing problems. : 7 
The manufacturer’s representative,  >Ut in the aggregate they usually 
who has discussed all troublesome Constitute a factor to be reckoned at ae 
paint problems during the store with. Mr. Redd emphasizes, how- f S Ht 
meetings, is given a great deal of ever, that a like success could not 
credit for the wealth of knowledge have been achieved with an un- 
the sales force has acquired. known brand of paint. He is 
firmly convinced that it pays to 
carry a known line, enjoying wide 
public acceptance and favor. In 
handling one such line and devoting 


minor things seem inconsequential, 





Special attention is paid to the 
woman paint customer, who is do- 
ing her own fixing up around the 
home. Mr. Redd holds the opinion 
that women buy ninety per cent of his energies exclusively to it, the 
the profitable paint specialties. In results have surpassed his fondest 
addition, he declares that women expectations. 
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“ ARMSTRONG BROS.” 
it’s a Better Pipe Cutter 
ora Better Cutter Wheel 


| ARMSTRONG BROS. make “Barnes Type”’ 
DISPLAY SHOWS GROWTH OF WORTHINGTON CO. and “Saunders Type” Pipe Cutters, but they 
make them in the Arm-and-Hammer way 
with: Bodies of Certified Malleable Iron, 
Hardened Tool Steel Pins and Rollers, with 
hardened steel blocks embedded in the 
swinging arms for the thrust rod to bear on. 


The ARMSTRONG BROS. Heavy Duty Pipe 
Cutter has, in all, 14 improved features. 
ARMSTRONG BROS. Knife Blade Cutter 
Wheels are thin, penetrating. They cut 
faster, easier. Made of special allov -t-s! 
they hold their keen edge. 


These improved Pipe Cutters sell readily, in 
the face of the toughest competition. They 
are above price. They bear the Arm-and- 
Hammer Trade Mark—the recognized mar’ 
of the ‘Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





Graphically this panorama depicts the growth of The Geo. Worthington 
Co., Cleveland, Ohio, during its more than one hundred years of successful 
operation. An advertisement of Geo. Worthington, the founder, as it 
appeared in the Cleveland Whig in 1835 is an interesting feature, as are 
the pictures of the early buildings which contrast with the large wholesale 
distributing plant which the company now operates. 






Write for Catalog B-27, 
176 pages of Quality Tools 
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Holds a 
Brush or Mop 


The new Arcade brush and mop handle may 
be used interchangeably with a standard floor 
brush or a mop cloth. With this modernized 
handle it is possible to scrub the floor and wipe 
it dry, saving hours of knee bending, back- 
breaking labor. 

There is a tremendous market for such handles 
and every dealer can sell a large quantity of them. 


Write for information on other low priced 
Arcade light and heavy mops. 


ARCAD HARDWARE. 


and TOYS 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


BRANCH OFFICES: REPRESENTATIVES: 


New York Dallas J. T. Rowntree, Inc., 
200 Fifth Avenue D. D. Otstott San Francisco Portland 
Chicago Inc. Los Angeles Seattle 
Santa Fe Bidg. Salt Lake City Denver 


553 W. Randolph St. 
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To Our Secretaries! 


(Continued from page 51) 


you would care to write to a customer. Then I would 
number these paragraphs. So, instead of dictating 
every word of the letter to the customer, my dictation 
would sound something like this: No. 1, No. 2, No. 7, 
No. 9, No. 11, No. 13. Each figure represented a para- 
graph, and each paragraph fitted this customer’s case. 
Then at the end of the letter, if I happened to know 
the customier, I would actually dictate something per- 
sonal. To make this clearer, suppose a customer’s 
account would show an increase. One of the para- 
graphs covered this situation. “Suppose he discounted 
all of his bills. Another paragraph would cover this. 
On the other hand, suppose his business was decreas- 
ing. There was a paragraph covering that. So each 
paragraph fitted, but the dictator and the secretary 


| were both saved the time and trouble of going over 


the same words time after time. This idea can be 
worked out in many departments. Writing letters of 
this kind is far better than just sending out form let- 
ters that indicate by their wording and appearance 
that they are written to everybody. 


Then in these days there is the telephone. What 
splendid work your secretary can do for you over 
the telephone. Of course she should have a soft and 
gentle voice. She should have the patience of Job. 
She should be able to turn down people and make them 
feel happier for being turned down. Of course, hav- 
ing a good memory, she would know all of your friends 
and good customers, and should give each one the 
proper greeting. 

When you happen to be out, she greets your callers. 
She knows how to greet them. She makes them feel 
at home. She builds up goodwill for the company, 
and when you return to the office she does not forget to 
tell you who has been there and just what she has 
told them. When your caller is from out-of-town, 
she notes his hotel so she can_telephone him upon 
your’return. Sometimes I have even heard of secre- 
taries who have been impressed into service to go 
shopping or go to the matinee with customers’ wives, 
while the customer was doing business with the “old 
man Wives coming to the city with their husbands 
are frequently at a loss as to what to do during the 
day, -and the efficient secretary knows exactly how to 
handle such cases, what matinee to attend or where 


” 


| to go around town to see the sights. 


Now I must rush off to catch a train. My own 


| secretary must finish up this article, add what she 


pleases and erase what does not strike her as being 
fitting. She has the authority to do this. 


In conclusion let me again say that all executives 


| are under a great burden of debt to their efficient 


secretaries. Life is short. Time is passing, and pos- 
sibly it is better to pass on a few flowers to our secre- 
taries while we are still here. And let me add that 


| the man who carried the message to Garcia, in my 


opinion, did not do a better job than thousands of 
business secretaries are doing for their employers 
every day here in the United States. 
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NEW 
DEALERS 
HELPS 


Estwing Mfg. Issues 
Attractive Circular 


An attractive circular showing the line 
of steel and leather handled hammers, 
hatchets, hunting and scout axes and 
knives, made by Estwing Mfg. Co., 
Rockford, Ill., is offered by that com- 
pany. Circular shows the construction 
and actual tests of these handles and enu- 
merates their advantages. List prices are 
quoted and illustrations show actual color 
of the products offered. 


Empire Level Line 
Shown in Catalog 


Empire levels and tools as made by 
Empire Level Mfg. Co., Milwaukee, Wis., 
are shown in catalog No. 531. The front 
pages are devoted to information relat- 
ing to the packaging, guarantee, shipping 
instructions necessary, adjustments and 
sales services that are available. Levels, 
hawks, floats, paddles, darbies and tool 
bags are illustrated and described in this 
catalog. A price list applying to this 
catalog is also included with the catalog. 
Empire level display cards are shown on 
the rear page of the booklet. 


Attractive Display 
for Maydole Hammers 


David Maydole Tool Corp., Norwich, N. Y., 
has designed this attractive hammer display. 


VIDUALLY 


N 
AT THE 


FACTORY 


MAYDOLE HEADS 
NEVER 
COME LOOSE 





Display card features the “balance” of the 
Maydole line. “Try it yourself’ is the slogan 
which appears on the card. 
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~ Dazey Churns 


sold only through 


Jobbers an Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
dorsed by Good Housekeeping 
institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is ee a 
Pe van Churn. pa the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns. 


Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS 
and PASTE—A NEW FIELD! 


Dazey Sharpit—aAll purpose household Sharpener. Requires no 
skill. The original Sharpener of its type. Patented grinding 
wheels. Attractively finished in rust-proof electro plating. Vur- 
nished with removable, reversible clamp. 


Order from Yeur Jobber 
Dazey Churn & ee Company 
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ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 


(ey 


‘Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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OR many generations and in many 

countries, American Screws have played 
an important part in building and repair 
work. It is safe to say that the same will 
be true in the future, because the name 
American Screw Company stands for qual- 
ity in screws of all types for all purposes. 


Our reputation is an “insurance policy” 
— it insures you against inferior screws. 


You can make a substantial profit by 
stocking and displaying American Screws. 


TIRE 
BOLTS SCREWS’ BOLTS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO.ILL. 


: Put It Together With Screws 


WOOD STOVE MACHINE 
SCREWS 














Hot of the 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it: “Some of them have been \ 

copied, the rest will be.” 


Nail Ke 











Judge: “Then it’s true you 
struck your neighbor in the 
eye with your fist. Have you 
any explanation to make?” 

Oysterpuff: “Yes, your 
honor. I’m so terribly near- 
sighted, I only wanted to 
beckon to him.” 


The orderly officer was do- 
ing the round one morning, 
and after he had asked the 
men if there were any com- 
plaints, one stepped forward 
and declared he had been 
supplied with a ginger-ale 
bottle that contained benzine 
instead of ginger ale, and that 
he had drunk half the ben- 
zine unknowingly. 

“All right,” replied the offi- 
cer, “you had better not 
smoke for a few days.” 


The family was seated at 
the table with a guest who 
was a business acquaintance 
of dad’s, all ready to enjoy 
the meal, when the young son 
blurted out: “Why, mother, 
this is roast beef.” 

“Yes,” answered his 
mother; “what of it?” 

“Well, daddy said this 
morning that he was going 
to bring that big fish home 
for dinner tonight.” 





Statisti¢s show that mar- 
riage is a preventive of sui- 
cide, but statistics also show 
that suicide is a preventive 
of marriage—so what of it? 





“How’d you get that smudge 
on your face?” 

“Well, honey, the car broke 
down and I had to fix it.” 

“Since when do you grease 
your car with red grease?” 





But this month’s prize goes 
to the Scotchman who sent 
the surgeon’s bill to his 
father-in-law when he 
learned that his wife’s ton- 
sils really should have been 
taken out when she was a 
little girl. 


Nursing bottle advertise- 
ment in Illinois newspaper: 
“When a baby is done drink- 
ring, it should be unscrewed 
and laid in a cool place under 





a tap. If the baby does not 
thrive on fresh milk, it 
should be boiled.” 
Mary had a little dress, 
’Twas dainty, neat and 
airy: 


It didn’t show the dirt a bit, 

But gosh! how it showed 

Mary. 

The old-fashioned girl who 
used to be on the “square” 
has been superseded by girls 
who are on the “bias”—you 





know—“Buy us this”—“Buy 
us that.” 
Mr. Jones: “Mandy, do 


you know anything concern- 
ing my wife’s whereabouts?” 

Mandy: “Yes sah. I put 
dem in de wash.” 





He: “What is this thing 
called Love?” 





She: “The tenth word in 
a telegram.” 
Query in a _ newspaper 


health column: 

“Can a girl do anything 
about a large knee?” 

“Not a thing but grin and 
bare it.” . 





“Where’s old Four-Fin- 
gered Pete?” asked Alkali 
Ike. “I ain’t seen him around 
here since I got back.” 


“Pete?” said the _ bar- 
tender. “Oh, he went up to 
Hyena Tongue an’ got 


jagged. Went up to a hotel 
winder, stuck his head in 
an’ hollered ‘Fire!’ an’ 
everybody did.” 





Blond Waitress: “I have 
stewed kidneys, boiled 
tongue, fried liver and pig’s 
feet.” 

Drummer: “Don’t tell me 
your troubles, sister, just 
bring me a chicken pie.” 





Caller: “How do you know 
it is almost 5 o’clock?” 

Boss: “My office force is 
showing signs of activity.” 
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Simplex Beverly 
Model Radio 


The Simplex Beverly triple 
screen grid radio lists at 
$59.50, less tubes. It meas- 
ures 203%4° x 36 x 10% 
inches and weighs 42 Ibs 
This model is for the small- 
er home or apartment. Cab- 
inet is genuine walnut with 
bur! walnut overlays: This 
model is for 110 volt, 50-60 
cycle A.C. D.C. battery 
types are available. The 
sets for 25-45 cycle or 220 
volt operation list at $64.50 
The Simplex Radio Co., San- 
dusky, Ohio, makes this set 
on which the dealer dis- 
count is 40—5%, as well as 
other compact models 





Lindstrom’s Outboard Motor Boat 


The Lindstrom Tool & Toy Co., Bridgeport, Conn., offers this miniature 
outboard motor boat No. 205, which lists at 75c., while the motor lists 
at 25c. The combination of motor and boat lists at $1.00,. Boat meas 
ures 1214 x 3¥2 x 2 inches. Motor is a spring model, while the boat 





NO.206 MOTOR 
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has a trim wooden hull, with nickel plated metal hood. The boat and 
motor are painted in three bright colors. Motor is detachable. The 


boat is individually packed. There are three dozen packed in carton, 
weighing 36 Ibs 


Brake Lock 
Safety Nuts 


The Brake Lock Safety Nut is 
designed to advance easiest and 
is equipped with a brake, that 
comes into play whenever vi- 
bration becomes great enough 
to start loosening the nut. With 
the exception of a small aperture 
this nut looks like an ordinary 
nut, outwardly. This feature is 
provided for the seating of the 
handle of the brake lock band. 
Brake lock band permits the 
bolt to enter the nut with ease, 
offering resistance only when 
an attempt is made to remove 
it. Bands can only be applied 
with the handle seated in the 
groove. Junior size nut is stand- 
ard height while the senior is 
increased by an amount equiva- 
lent to about two threads. Nuts 
may be removed with a wrench as any other nut is removed. This brake 
lock band principle is adaptable for locking studs, set screws, turn 
buckles, door knob screws, etc. Illustration shows the brake lock band 
lying, expanded on the first thread of the bolt, with handle raised to 
meet in the descending groove provided in the nut. As soon as the 
nut, fitted with the brake lock band, is given the slightest turn on the 
bolt thread, the brake lock band, cocked in an expanded position, slips 
. and commences a spiral descent, firmly hugging the sides of the thread. 
Safety Nut Corp., Land Title Bldg., Philadelphia, Pa., is the maker. 


























NEW 
HAVEN 


Farm 
and 


Garden 


For 

the 

Better 
Class. of 
Hardware 


Trade 


These attractive tools command 
attention as soon as displayed. 





They are of a superior quality, 
each tool being Forged from 
Brilliant Tool Steel, tempered 


exactly right and fitted with the 
Ash 


famous 3-Star All-White 
Handles. 
The NEW HAVEN line in- 


cludes: Garden Hoes and 
Rakes, Spading Forks, Hay and 
Manure Forks, Weeding Hoes, 


Hand Cultivators, etc. 


We also make a Complete Line 
of High Grade REPAIR HAN- 
DLES for tools of all manufac- 


turers. 


If you do not stock Interna- 
tional Tools and Handles 
specify them on your next order , 
to your Jobber. 


INTERNATIONAL 
FORK & HOE CO. 
New Haven Works 


New Haven, Indiana 


PEE RR, 
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Buckeye Spring 
Kushion Glides 


Buckeye Spring Kushion glides are 
made to enable silent movement of 
chairs and other furniture over floors, 
including stone and composition types, 
according to the maker, Buckeye Glide 





Co., Inc., 117 E. 23rd St., N. Y. The 
glides enable the movement of chairs and furniture in a manner which 


does not subject them to strain 
It is flat with easily rounded edges and is nickeled with 
Within the cap is a coiled spring of tempered 


is hollow 
highly polished finish 


Cap of glide is of hardened steel and 


steel, through the center of which passes the attaching pin, which may 
be a nail, a shank for fitting into caster sockets or a threaded bolt as 


required 


List prices vary from 30c. to $1.50 per set of four glides. 


They are made for both wood and metal. The types are: No. 136, 13-16- 
inch diameter, nail type only; No. 206-N, nail type, 1%-inch diameter; 
No. 206-P, shank type, 1 ¥%4-inch diameter, for caster sockets, and No. 
206-A, adjustable type for levelling furniture and eliminating wobbling 
motion from furniture, complete with sockets. 


TRICROME 


©0060 00 OO 
oe © @ 


TODAY 


©0000 OO 


©0000 


TM a 


eke) 


Tricrome wheels 





Tricrome Pipe 
Cutter Wheels 


The Trimont Mfg. Co., Roxbury, (Boston), 
Mass., offers the Tricrome wheel, a pipe 
cutter wheel of new design. The wheels 
are considerably thinner than the old style 
cutter wheels and are made of a new and 
more durable steel alloy, says the maker. 
They are heat treated to increase the wear 
resisting quality of the wheel. Tricome 
wheels have a chrome finish and red hub. 
The finish resists rust and has a distinctly 
lubricating effect in the wheel’s operation, 
says the maker. A compact display board, 
exhibiting the various types and sizes of 


is offered to dealers 


The wheels are furnished in both knurled 
and smooth edged patterns and are made 
to fit Barnes, Saunders and Crown type 
cutters, as well as Trimo cutters. All 
Trimo cutters will now carry Tricrome 








ORBIN Extruded Metal Padlocks are 
not made from castings but from solid 
blocks of extruded brass (machined out to 
receive an all rust proof mechanism) and 
therefore are free from sand and blow holes. 

The mechanism is of the Corbin pin 
tumbler type and provides a practically un- 
limited number of key changes which can 
be had with masterkeys and grand master- 
keys. 

Corbin Extruded Metal Padlocks are 
known the world over for security, strength, 
durability and correct design. Their worth 
is proven by consistent satisfactory per- 
formances at all times and under all condi- 
tions. 





wheels as standard equipment. 


























many actions. 


Tickletoes Dolls 


Tickletoes dolls are made 
by the Ideal Novelty & 
Toy Co., 273 Van Sin- 
deren Ave., Brooklyn, 
N. Y., and are made to 
retail for the suggested 
prices of from $3.50 to 
$10.00. These dolls have 
flexible rubber legs and 
arms. In each leg and 
in the body is a voice, 
which will cry when 
touched. Bodies are 
stuffed with light weight 
Kapoc. They are offered 


in four sizes, 144, 
16%, 19% and 2] 
inches. Arms and legs 





are very flexible and may 
be made to perform 


Eyes roll and move with motion of body. Various types 


of clothing are available with this line. 
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ex BULLDOZER 
\ POWER PUMPS 


Some day, perhaps today, perhaps next week, 
you will have a pump customer who is fully 
: informed about pumps, their construction, their 
FURNISHED : a operation and the standard of service they give. 
WITH OR WITHOUT To all such customers as well as to all other 
MOTOR customers who are not as fully posted, you can 
point with confidence to Myers Self-Oiling 
Power Pumps and unhesitatingly recommend 
them for any duty within their service range. 

Surely, this is a trade asset that will mean 
more to you at a time like this than any other element entering into the satisfactory installation of 
power pumps for your trade at large. 

Have you investigated the Myers Line of Self-Oiling Power Pumps 
and its possibilities? There is a copy of our late catalog awaiting your 


request for it. Write or wire. 
a 
Goutcis % 


PUMPS ‘WATER SYSTEMS -HAY 


THE FE. MYERS S & E BRO,¢6. ASHLAND, OHIO. 
















































al 




















Manufacturers for Of MYERS’ HONOR-BILT’PUMPS for Every Purpose. 250 
WATER SYSTEMS-HAY psd UNLOADING TOOLS ~ BARN,FACTORY and POUNDS PRESSURE 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. OR 580 FEET ELEVATION f. 
SRE 








2 fast-selling Products to boost 
your Spring and Summer profits 


The HASTINGS The ROSE SCREEN 












LAWN SPRINKLER 
may be used either 
whirling or stationary. 
100% adjustable. 
Throws forceful stream 
or fine mist in any or 


DOOR CHECK has 
many advantages. Closes 
all light doors swiftly, 













silently, positively. Low- 
er in price it sells fast- 
est. Built better it lasts 





ao gga or indefinitely. Beautifully 

ar. Low in price. finished. Simple in cc 
shed. Simple in con- 

Sturdily built. Beautiful SCREEN DOOR struction. Easy to in- 





stall. 





CHECK 






HASTING s 
LAWN SPRINKLER 


finish. Light in weight. 






No dealer can afford to be without adequate stocks of 
these two fast- -turning items. They are spring and summer 
leaders. They are in great demand every year. 

Both have features that make sales hum: low price, high 
quality, attractive appearance. Both are necessities in every 
well managed home. , 


Stock these money-makers. Give them good counter dis- Get this silent salesman for your 





Each sprinkler packed in attrac- ( ! i 
tive 3-color counter display Play. Then watch your stock disappear and your profits founter. A powerful salesmaker. 
carton. grow. $ (1 mounted—11 cartoned). 





Ask your jobber salesman or write Frank Rose Mfg. Co., Hastings, Neb. 
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Reed & Prince products are right in accuracy, 
finish and package. You can sell them with 
the utmost confidence of customer satisfac- 
tion. 
These and many other types and sizes 
in steel, brass, bronze, Everdur, Monel, 
Stainless, and other special alloys and 
plain, polished, nickel, copper, blued, gal- 
vanized, cadmium or chromium finishes. 
Ask your jobber for Reed & Prince products 


REED & PRINCE MFG. CO. 
WORCESTER MASSACHUSETTS 
WESTERN BRANCH AT CHICAGO, 3635 IRON ST, 







4366 





Corbin Display 
Box for House 
Numbers 


Cast house numbers are 
offered to dealers in this 
counter-display box by 
P. & F. Corbin, New 
Britain, Conn., as a 
means of calling to the 
mind of the home owner, 
etc., that rusty and 
broken numbers are eas- 
ily replaced. Numerals 
in cast aluminum or Cast bronzé, roll polished, and 3 inches high, are 
produced by the Corbin organization. No. L118 is the cast aluminum 
type and No. B118 is the cast bronze type. Assortments are No. L6! 18, 
including six of each numeral, No. L118, 1 to 0, with escutcheon pins 
for attaching, packed in a counter tisplay box, while No. B6118 is the 
same as assortment No. L6118, but with numerals No. B118 





Remington 0.22 Bolt Action 


A 0.22bolt action single shot rifle, the first of this type ever offered by 
Remington Arms Co., Inc., New York City, is produced by that company. 
It is offered to sell for the suggested retail price of $5.00. The rifle 
is not exclusively for the use of boys, as it is heavy enough to hold and 
shoot accurately. At the extreme range the 0.22 Long Rifle Hi-Speed 
cartridge will shoot accurately and that is approximately 200 yards, says 








the maker. The rifle weighs about 412 Ibs., has a 24-inch tapered bar- 
rel, American walnut one-piece stock with a steel butt plate and is 
chambered for 0.22 short, long and long rifle regulator or Hi-Speed cart- 
ridges, which it handles without adustment of any kind. It has an au- 
tomatic ejector, a step adjustable rear sight and a white metal bead 
front sight. Rifle has a rebounding lock, double locking lugs and a bolt 
safety for unloading. Overall length is 42 inches. It takes down. Model 
33 as it is known will be on the market July 1. 


Frigidaire 
Refrigerators 


The 1931 line — of 
electric refrigerators 
offered by Frigidaire 
Corp., Dayton, Ohio, 
includes eight mod- 
els, ranging in Ca- 
pacity from 6% to 
27 square feet of 
shelf space. The line 
is finished in gleam- 
ing white porcelain 
on steel inside and 
out, and the interior 
finish is acid-resist- 
ing. The maker states 
that operating costs 
have been cut mate- 
rially, freezing is 
faster, the ice cube 
capacity is larger, 
there is more shelf space and more surplus power for the hottest sum- 
mer days. The eight models are obtainable on legs, casters or gliders. 
The W-8 model shown here, lists at $330.00. The Frigidaire models 
range in list price from $180.00 for the W-3 to $618.00 for the W-18. 
All household Frigidaires are now covered by a three year guarantee. 
Models include the W-3, W-4, W-5, W-6, W-8, W-10, W-12 and 
W-18. The number indicates the approximate cubic feet of food stor- 
age capacity. The last mentioned four models are multiple door types, 
three with double doors and the W-18 with four doors. Each model 
has Frigidaire cold control, Quickube ice tray, for making ice ao and 
the Frigidaire Hydrator for preserving vegetables. 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 
CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
® Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
spectine Goods Distributors. 
ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every manu- 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his gzip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











Success Lies 


Knowing How 
Read“ 
HARDWARE AGE 


It Tells You 
the ‘How” of Successful 


Kardware Merchandising 


*Study and ab- 
sorb the contents. 











No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part fhey play 


in daily service. 


(GRIFFIN 


nufacturing (bmpany 
ERIE, PENNSYLVANIA 





Branch Offices:- 


BOSTON: 76 BATTERYMAROK 


NEW YORK: 4 WARREN 6T. 
SAN FRANCISCO: 706 MARKET OT. 


GHICAGO: 565 W. RANDOLPH ST. 
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HARDER KLEEN-KOLD 
adds the ICEFIN to its 


refrigerator improvements 


The newest and most important recent develop- 
ment of ice refrigeration—insures lower tempera- 
tures even with greatly reduced ice supply. 


Official test reports below tell the ICEFIN story. 
Forty pounds of ice and ICEFIN produce lower 
temperature than 90 pounds without it. Less 
frequent re-icing required. It is inexpensive and 
durable. Can be installed in a few minutes, with- 
out tools, in any KLEEN-KOLD side-icer type. 
Can also be sold as separate unit for installation 
in used refrigerators. 


ICEFIN sales will give you excellent profits in 
money and in greater customer satisfaction and 
good will. Write today for descriptive folder 
and prices. 


HARDER @0nroration 
COBLESKILL, NEW YORK 





ey ey || 





The Harder Kleen- 
Kold line includes i: 
Grade A all-porcelain 
refrigerators; the 
highest grade steel re- 
frigerators; medium | i 
grade steel refrigera- Bhi 

tors—and special lines i  § 
in both steel and wood | 














——> 











case; each line repre- 














senting the best in its "ee | 
class. een el eS | | 
| y 
THE OFFICIAL | 
LABORATORY 
TEST REPORT UY 
. : Illustration shows construction of 
Black line arrows illustrate aluminum ICEFIN with its deep, 
circulating air. Dotted ar- a vor gn Rd 


rows show how a portion of refrigerating area. 
the air passes through the 
channels of the ICEFIN 
between the ice and baffle 
wall, while the balance of 
the air circulates over the 
surface of the ice, deposit- 
ing impurities and being 
purified and freshened. 


Numbers 1, 2, 3 and 4 be- 
low indicate positions of 
thermometers during tests by 
Prof. Kayan in Columbia 
University laboratory with 
following results: 
WITH 90 POUNDS OF ICE AT 75° FAHRENHEIT 
TURES AT 1 2 3 4 


T 
Without ICEFIN 40.6 43.6 47.5 50.9 
With 








ICEFIN 37.9 41.6 444 47.1 
WITH - POUNDS bay op aes - eee FAHRENHEIT 
EFIN 62.8 57.4 
With ICEFIN 39: 2 449 48.7 52.3 


WITH 40 POUNDS ar ¥ oe Oe 75° FAHRENHEIT 
With ICEFIN 47.3 50.4 








More Business? Take a Look 
Around the Corner 


(Continued from page 41) 


I'm more interested in selling you the idea than in 
having the house sell you any specific line. As for the 
miniature golf courses, I’m going after the fellow for 
his electric lamp trade. He’ll use 150 or 200 watt 
bulbs and plenty of them. He’ll keep open all night. 
His replacement business will be something. He needs 
garden hose, too, at least 200 feet, and a good nozzle. 
You get after those fellows in your territory. Look 
around, maybe there’s more courses and more busi- 
ness than either of us realize. Tell me how you make 
out. We could swap ideas and both profit.” 


Neither one of them realized it, but Todd’s car had 
reached the south end of town, and had for 20 minutes 
been parked outside of Schoenfelder’s home with its 
marvelous garden of beautiful roses, the raising of 
which everyone in Rochester knows is Arthur’s real 
hobby. 


“Coming to” explains thé situation. They had cer- 
tainly been interested in their discussion. Todd, hav- 
ing been mostly on the receiving end, was as interested, 
but not as tense. He looked up, saw “they were there” 
and smiled this time when he said, “Well, Artie, here 
you are home to the roses and supper. See you again.” 

The usual formalities and Arthur was home, and 


Todd on his way. 
%* * * 


Three days later Schoenfelder had a ’phone call. 
The voice at the other end said, “Say there, Artie, I 
just gave your salesman quite an order for a lot of 
new lines he says I should have carried for many 
months. And listen, boy, I sold one of those miniature 
golf fellows the whole works, and got some overlooked 
business from the second—also you’re not so smart. I 
sold them both some fence and fence posts—they’ll be 
replacements on the fencing, as these courses draw 
crowds of spectators and the fences must be kept new 
looking. One more thing, if what I’m ordering don’t 
sell you’re going to get shot. Good-bye.” This all 
happened in May. During the month of November 
Arthur Schoenfelder was very actively managing his 
store, so apparently he was not shot. 


Uses the Basement 


An Elmira, N. Y., firm turns a $10,000 paint stock six 
times a year. The paint department is in the basement, has 
ample room for the spring and fall painting demonstrations 
and enables the department manager to use special manu- 
facturers’ displays. The stock is complete and all of the 
men in the department are experienced in the use and abuse 
of paint. They advise customers ‘on the kind, color and 
amount of paint required on any job and give data on the 
proper brush, 
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RINGCO 


BRAND 


CHROMIUM FINISH BATH ROOM FIXTURES 





No. 3168 


Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 


MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES 


ee ee acer 170 Summer St. 
NE MII da fo Sine e bed enaca ole oleauee 2 Hudson St. 
ID aioe di je) 4 0.000018 Siena 29 E. Madison St. 
SAN FRANCISCO........ 116 New Montgomery St. 


WE MAKE ALSO 
EYELETS—GROMMETS 
FERRULES—BRASS CASTINGS 
UPHOLSTERER’S NAILS 
FURNITURE HARDWARE 
SPECIAL BRASS GOODS TO ORDER 














GARDEN la mom 


TO MEET ANY 
COMPETITION ead 


























hie 


Here is a line 
of Garden 
Trowels that 
can’t be beat 
for quality 


and price. 


All newly de- 
signed with 
long strong. mn 
shanks and at- 4 \\ 9 
tractively fin- 
ished. 


When you see 
them you will 
agree they are 
unusual _vail- 
ues. 


Ask your jobber for 
Akron-Selle Trowels by 
name. 


THE AKRON SELLE COMPANY 
Established 1873—AKRON, OHIO 








Wherever a 
Handsome 
Hinge Is 
Needed This 
Old French 








Design Is 
Practical . 








o 





RIXSON 
OLIVE KNUCKLE HINGE 











b ; Si 
a =a a eens [es] Tm 
KY NA 
The Oscar C. Rixson Company 
4450 Carroll Avenue, Chicago, Ill. 
New York Office: 101 Park Ave., N. Y¥. C. 
You Cqn Stake Your Reputation 
on Rixson Builders’ Hardware. 





Hees 4 
SWEET'S 





Refer to pages 
C3565 to 3587 











me 
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The Industrial Market 
for Nicholson Files 
includes buyers 
who are 
leaders in every line 
of production 


NICHOLSON FILE COMPANY 
Providence, R.1.,U. S.A. 


A FILE FOR EVERY PURPOSE 












for large 
stores 


Merchandising 
METHODS... 


That's the keynote for 1931. Are you fully 
prepared to master this problem in your 
own store? If not, our service department 
can be of valuable assistance to you. To get 
your copy of “The Heller System of larger 
profits,” simply tear out this ad and mail 
now, while this page is before you . 
(no obligation). 


HELLER 


Merchandising $ ystems 


W.-C. HELLER & COMPANY : 
MONTPELIER, OHIO 


for small 
stores 





New York Office: 


(3A) 
20 Vesey St., Suite 500 f 


Sign 
in the 
margin. 
Tear out ad 
and mail 

| today. 



























Representatives of Public Utilities and Hardware 
.~Trade Discuss Merchandising Problems at 
Kansas City Meeting 

(From the Kansas City Correspondent of HARDWARE AGE) 

Public utilities men and representatives of the in- 
dependent hardware and implement trade discussed the 
difficulties which have grown out of the merchandising 
activities of the power companies at a banquet held in 
the Hote] President, Kansas City, Mo., Feb. 27. The 
informal conference was brought about largely through 
the efforts of officials of the Middle-West division of 
the National Electric Light” Association, which em- 
braces power and light companies of Iowa, Nebraska, 
Kansas and Missouri. 


All who attended spoke as individuals rather than 
as organization representatives and the outcome was 
one that gave promise of a better mutual understand- 
ing and appreciation of both sides of the question. 


In general, both sides agreed that neither understood 
the other sufficiently for the problem to be very clearly 
defined; that the public utilities do have certain ad- 
vantages over merchants in merchandising; that the 
independent dealer is justified in his attempts to make 
more profits; that at times individuals in the employ 
of public service companies have over-reached them- 
selves and have thus given hardware merchants ample 
cause for complaint; and that it is possible that much 
good may be realized from meetings in which both 
sides have the opportunity to talk over their respec- 
tive difficulties. 


J. F. Goodman, Kansas City, chairman, Trade Rela- 
tions Committee, Western Retail Implement and Hard- 
ware Association, was one of the champions of the in- 
dependent on hand and he gaye a clear-cut presenta- 
tion of some of the grievances against utility mer- 
chandising. His indictment of the light companies on 
the practice of supplying free bulbs to their consumers, 
while independent dealers are forced to sell their bulbs 
at a list price fixed by manufacturers, was one of the 
high points of the conference, and there was practi- 
cally no comeback on this issue. 


Mr. Goodman also made a plea that some of the edu- 
cational advertising appropriation of public utilities 
be spent for the benefit of the hardware dealer, rather 
than wholly on the consumer, to exclusively benefit the 
merchandising activities of power companies. He ex- 
pressed the belief that such a policy would result in a 
larger combined volume of sales for both factors. 


C. E. Leland, president of the Middle-West Division 
ot the National Electric Light Association, and a mem- 
ber of its executive board, was among the representa- 
tives of public utility organizations who were present 
at the conference. 
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50 years on a DOOR 


good for 50 years more 








STANDARD SINCE 1810 


} i i %- " 
Sar \ \Saee. 
TRIN =NN 
Ft vk 
Notabene 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
&., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 


73 stories which is also equipped with Bommer Spring 
i ly an astounding record. 


ese Historic Hinges can be seen at our factory 


TRADE BOMMER, marRK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 


th 





Some of the products made by 


™ATLAS TACK 
CORPORATION 
FAIRHAVEN, MASSACHUSETTS 
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FOR BETTER BUSINESS 
VISIT NEW YORK 


50 
: x daily * 
ee-secures a fine room and bath--«- 
others at ?3°° and $35° 


AT ONE OF NEW YORKS BEST HOTELS 


Tk BRISTOL 


48% ST. EAST OF B'WAY 4+ NEW YORK CITY 
OWNERSHIP MANAGEMENT: T.ELLIOTT TOLSON, Pres. | | 
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BRS NU COMPANY , LA 


) sactimone MARYLAND 








These Scythes are hammered from small blocks. The edge 
steel, of extra fine quality and highly carbonaceous, is 
fitted into a block of softer steel. Thus sufficiently hard 
steel can be used, and a sharp and permanent edge 
secured without endangering the durability of the scythe. 
We can quote on all types. 

Sole Distributors 


J. W. S. TRADING CO., Inc. 
23-25 Warren St., New York 


Importers of High Grade Swedish Hardware 











10 MINUTE SALES! 


—That’s all the time it takes to sell a 
Bee-Vac Vacuum Cleaner by the Famous 
Ten-Minute Test-Kit—the customer sells 
herself! Be prepared to cash in on Spring 
trade with this amazing new sales idea. 
Complete cleaner line—liberal discounts 
assure your profit. Write or wire at once! 


THE BIRTMAN ELECTRIC COMPANY 


FREE! 4144 Fullerton Avenue, Chicago 


Sanitator and Moth 
Repellant Set turns 
prospects into sales! 


Mlgeekmialatlap ML Cm Like 
Good Margin, Big Profits 


Sous wor a 


IO crs 





Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 

AMERICAN STEEL & HEAVY HARDWARE ASSOCIATION 
CONVENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, Apr. 14, 15, 1931. L. 
P. Biggs, secretary, 815 Southern Trust Building, Lit- 
tle Rock. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 19382. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

NATIONAL ASSOCIATION OF PURCHASING AGENTS, INC. 
CONVENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 19381. G. A. Renard, secretary-treasurer, 
11 Park Place, New York City. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 
25, 1931. H. P. Sheets, Managing Director, 915-935 
Meyer-Kiser Bank Building, Indianapolis, Ind. 

NEw ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION, Amarillo, Tex., April 20, 21, 22, 1931. 
Headquarters, Amarillo Hotel. C. L. Thompson, secre- 
tary-treasurer, Canyon, Tex. 

SoutH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 19382. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 138, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 
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370 ATLANTIC AVE,, 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


BOSTON, 


t 


MASS. 
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Net Weight 2/2ibs. 







ECORA 


ERFECT 
ATCHING 
LASTER 
PECORA PAINT co. 


PHILADELPHIA, PA.| 
Est. 1862 by Smith Bowen 












































like a skyscraper when you consider 

that every householder needs a car- 

ton and the profit is generous. 
Fine for repairing cracks in plaster 

= or tile. Cartons of 2% to 15 Ibs. 
Write for samples and prices to 
Pecora Paint Co., 4th Street and 
Glenwood Avenue, Philadelphia, 
Pa. Established 1862 by Smith 
Bowen. 
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Make Your Wants Known 


If it’s Hardware you have for sale or 
want to buy — make your wants known in 
Harpware Ace, the “News-business” paper of 
hardware retailers and wholesalers all over 
the United States. 


HarpwareE AGE will bring buyer and selier 


together at minimum cost. 





J STOCK UP on the 


CW SELF - STARTING 
HACK SAW BLADE 


TR new Mil Flex DUPLEX is being 

advertised to your trade. 
definitely better than the old style hack 
saw blade as balloon tires are better 


than pneumatics. 


Machinists, electrical, 


line precisely where wanted. 


Write for Prices and Details 


The HENRY G. THOMPSON & SON CO. 
Established 1876. New Haven, Conn., U. S. A. 


MILFLEX 


DU PL 


PATENTED U.S.A. 


plumbing and 
heating contractors, and home crafts- 
men will find it the easiest starting, 
fastest cutting blade they ever used. 
The fine tooth section of the Mil Flex 
DUPLEX starts the cut on the first 
stroke, and it cuts in a clean, straight 


It is as 


LARGE TEETH FOR CUTTING A SMALL TEETH FOR STARTINGA 











Mil Flex DUPLEX 
(Hard Teeth-Flexible 
Back) MILFORD 


DUPLEX (All Hard) 
Made in 14/28-pitch 
and 18/36-pitch. The 
fine teeth start the 


screw of an auger bit. 





























NO WONDER THEY 
BUY VOLLRATH 


W ARE! 


No wonper that lazy and ener- 
getic housewives alike buy Voll- 
rath enameled saucepans, coffee 
pots, refrigerator dishes, and 
other utensils. Vollrath Ware 


vot Pay This label identifies 
genuine Vollrath 
Ware. 





shines like glass and cleans like 
china. It is as sanitary as can be 
imagined. No seams, no rivets— 
all one gleaming piece. In Voll- 
rath Ware, three layers of enamel 
are fused onto the steel base at 
1800° F. Both white, and in pop- 
ular colors. Obtain from yout 
jobber or from The Vollrath Co., 
Sheboygan, Wisconsin. Est. 1874. 
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Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY RATES 
RATES 1 t “Busi Opportunities,” “Sal RAR dees weSiwt ser veenetewises $5.00 
—— fl wer lis gx cay, SR moana Each additional inch.............. 4.00 
Advertisements from unemployed tives Wanted” Advertisements. Discounts for Classified Advertising 
accepted free of charge; inse a i 4 insertions, 10% off, 8 insertions, 15% off. 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 Sa oo aa Sa cs 
Box number address may be used. Each additional line............ .60 Wanted Advertisoments. 
All replies willbe forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWAREAGE is published each Thursday. 
post paid. Each additional line............ -80 Forms close Nine Days previous to date o 


Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 














publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 




















POSITIONS WANTED 


POSITIONS WANTED 








SALESMAN desires connection with reliable company to sell hardware, 
tools, metal or metal products, Chicago or adjacent territory. Fifteen years’ 
experience in metals, metal and wire products, twelve years last connec- 
tion. Thorough knowledge shop and shop practice. Excellent following 
general manufacturing trade. Age 39, college education, good address, 
best references. Address Walter Krenz, 205 North Lorel Avenue, 
Chicago, Ill. 


HARDWARE MAN, thoroughly experienced in all lines of hardware, 
paints, plumbing, roofing and machinery. Capable in selling, buying and 
retail merchandising. Desires responsible connection with reliable firm. 
Also interested in managing retail hardware business in country town. 
Thirty-two years old, married with 12 years’ experience. Excellent refer- 
ences. Address Box J-216, care of HArpware Ace, New York City. 











POSITION WANTED—Experienced tool salesman, thirty-one years of 
age, who has represented quality tool manufacturers for five years, desires 
opening in territory from Mississippi west to Coast. Well acquainted 
with trade, and can furnish best ot references. Can arrange to make 
permanent headquarters on Coast. Available immediately. Address Box 
J-214, care of Harpware Ace, New York City: 


ILLINOIS SALESMAN of character. and responsibility, fifteen years’ 
commercial selling experience seeks representation of a responsible man- 
ufacturer of lines suitable for Department Stores. Hardware and furni- 
ture store or Automobile Specialties, working on commission basis or as 
Manufacturers Agent. Address Box J-212, care of Harpware AGE, 
New York City. 








HARDWARE MAN, age 42, married, with 30 years’ retail hardware 
experience desires to make connection with manufacturer as sales repre- 
sentative for the State of Michigan or Detroit only on a commission basis. 
Especially interested in a line of Builders Hardware or Mechanics Tools 
4 a have you. Address Box J-211, care of HArpware AGr, New 

or ity. 





YOUNG MAN, New York City, age 24, all around mechanic and steady 
worker has some experience as hardware clerk. Seeks position in same 
capacity. Would not mind leaving town for a steady position with a 
future. Can also drive a truck and furnish the best of references. 
Address Box J-206, care of HArpware Ace, New York City. 


SALESMAN has sold hardware, housefurnishings and specialties suc- 
cessfully for many years in eastern territory. Looking for permanent sales 
job preferably in Metropolitan New York area or near at hand eastern 
_ of country. Twenty years’ record as a recommendation. Address 

ox J-220, care of Harpware Ace, New York City. 








MANAGER, Wholesale or Retail Hardware Store, thoroughly experi- 
enced shelf and builders’ hardware, tools and supplies. Capable handling 
all details. Purchasing, merchandising, advertising, contract department 
and correspondence. Excellent references. Location no object. Address 
Box J-155, care of Harpware AGE, New York City. 





BUILDERS HARDWARE MAN with 12 years’ experience desires 
position with Builders Hardware Manufacturer or Jobber as salesman or 
estimator qualified to take off any operation from bungalow to sky 
scrapers. an make up specifications and schedules. Address Box J-209, 
care of HarpwarE AGE, New York City. 





_ POSITION WANTED, by a hardware man, with twenty years’ exper- 
ience in buying and selling hardware, paint, sporting goods and house- 
furnishings. orty years of age, good health and can furnish the best 
of references. Address Box J-217, care of Harpware Ace, New York City. 





SALESMAN, Christian, 16 years’ general and builders hardware ex- 
perience, wishes to connect with reliable firm. Have following in Brooklyn, 
Long Island and New England. Can read Blue Prints. est of refer- 
ences. Address Box J-207, care of Harpware Ace. New York City. 





SALES EXECUTIVE AND BUYER. Twenty years’ experience with 
two of the largest wholesale hardware and housefurnishing firms in the 
country, seeks new permanent business connection, preferably in the east. 
Address Box J-219, care of Harpware AGE, New York City. 





HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of HarpwarE AGz, New York City. 





YOUNG MAN—age 30 years’—married—fair knowledge builders hard- 
ware (Sargent Line) would like position in a progressive builders’ hard- 
ware department where he can learn more about figuring and selling con- 
tracts. Prefer to locate in large city but willing to go anywhere an 
opportunity with future awaits. Address Box J-199, care of HARDWARE 
Ace, New York City. 


EXPERIENCED hardware and sporting goods salesman calling on 
jobbers and dealers in states of Tennessee, Georgia, Florida, Mississippi 
and Alabama. Desires a connection with a manufacturer or large jobber 
in either or both of above lines. Fourteen years’ experience. Can furnish 
best references and car. Address Box J-196, care of Harpware AGE, 
New York City. 








WHAT RETAILER has a vacancy for a manager in his organization 
for a man, age 30, possessing new ideas and merchandising methods 
whereby he can put them to use. Over ten years’ hardware experience 
and a hustler, New York State or New Jersey town preferred. Corre- 
s 7.7 invited. Address Box J-203, care of Harpware Ace, New 

or’ ity. 





HARDWARE SALESMAN, ten years’ selling experience to hardware 
jobbers. dealers, department stores, wishes to represent manufacturer in 
Western Pennsylvania, Eastern Ohio and West Va. territory, single, 
college education. Best of references. Salary basis. Address Box J-194, 
care of HarpwAre AGE, New York City. 





MARRIED MAN, 10 years’ experience in the housefurnishing, light 
hardware, chinaware, toy line, window dressing, price ticket writing, retail 
selling. Capable of taking charge of complete"store. Chain store experience. 
Will Work anywhere in the country at any price. Address Box J-185, 
care of Haroware Ace, New York City. 





POSITION WANTED—Salesman or Buyer wholesale hardware or mill 
supplies or represent manufacturer Ohio territory. Ten years’ experience 
as salesman, ten years’ as buyer with large wholesale house. Forty years’ 
of age, married. Excellent references. Address Box J-192, care of Harp- 
ware AcE, New York City. 





CREDIT MANAGER—Has held this position with wholesaler, mane 
facturer of paints, and hardware and with large retail organizations. Avail- 
able at once. Capable of managing office force and conducting entire ac- 
counting problem. Address Box J-116, care of Harpwarxe Acr, New York 

ity. 





CREDIT MANAGER: Capable of reducing losses. Forty years of _age, 
energetic and reliable. Thirteen years’ experience as General Credit Man- 
ager for large Wholesale Hardware Company. Best of references. Address 
Box J-215, care of Harpware Ace, New York City. 





SALESMAN selling principal jobbers and retail hardware trade in 
New York City and Northern New Jersey would like to hear from Man- 
ufacturer desiring representation on commission basis. Address Box 
J-210, care of Harpware Ace, New York City. 





ADVERTISING MAN—Copy writer and contract man fifteen years’ 
technical and advertising experience. Age 35, married. Any location. 
erg 7 references. Address Box J-170. care of HARpwaRE AGE, New 
or ity. 





HARDWARE MAN 13 years’ retail hardware experience and all its 
branches desires permanent connection with retail firm in New York 
State. Address Box J-200, care of Harpware Ace, New York City. 


T 
EXPERIENCED hardware man desires connection with wholesale con- 
cern in capacity of salesman. Best of references. Address Box J-205, 
care of Harpware Acg, New York City. 
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CLASSIFIED OPPORTUNITIES 





HELP WANTED 


SALES ACCOUNTS WANTED 








SALESMEN WANTED 


An opportunity exists for men who have had an exceptional sales 
record. Our firm desires to employ substantial men with unquestion- 
able references who after a period of training will be added to our 
Sales Force. Retail or wholesale hardware experience desirable but 
not essential. Applicants must be residents of the Metropolitan Dis- 
trict preferably owning a car. Write fully to the MASBACK 
HARDWARE COMPANY, 82 Warren Street, New York City. 








WE HAVE EXPERIENCED SALESMEN COVERING WHOLE- 
SALE AND Lae HARDWARE, ee Minny, hae owt 
ERY AND DEPARTMENT STORES IN ALL PARTS OF S. 
SELLING HIGH CLASS OLD ESTABLISHED LINES FOR WwHict 
WE ARE EXCLUSIVE DISTRIBUTORS. 

WE ARE NOT JOBBERS. HAVE NEW YORK WAREHOUSE AND 
ee ARE EQUIPPED TO COVER ANY SECTION oF 
Ss. BRING YOUR SALES PROBLEM TO US, WE CA 
He LP P YOU. ADDRESS BOX J-204, CARE OF HARDWARE AGE. 

NEW YORK CITY. 





th 








WANTED: Thoroughly experienced hardware man to act as_sales- 
manager and assist in purchasing. Must be a man of proven ability and 
capable of handling salesmen. Address Box J-198, care of HARDWARE AGE, 
New York City 





SALES REPRESENTATIVES WANTED 


SALESMAN WANTED; familiar with wholesale hardware and paint 
trade. Represent reputable paint brush manufacturing concern with open- 
ings in New York State, Florida, Georgia, Tennessee, Kentucky, Ohio, 
Eastern Pennsylvania. Ideal opportunity for right man. Address Box 
J-213, care of Harpware Ace, New York City. 


COMMISSION MEN wanted by Eastern Manufacturer to ‘heads 
standard established tool line to the glass and paint trade, as side line. 
Must have good references. Give lines now carried and territory traveled. 
Address Box J-191, care of Harpware AGE, New York City. 


WANTED: Salesmen for high grade Hack Saw Blades. Exclusive 
territories. Attractive prices. Liberal commission. Address Box J-208, 
care of Harpware AGE, New York City. 


ROPE SALESMAN WANTED. 100 per cent pure Manila rope 14 Ib. 
basis. Fast selling side line, five per cent commission. United Fibre Com- 
pany, 82 South Street, New York City. 




















NEW YORK warehouse distributor with selling organization calling on 
the hardware trade would like another line. Serving dealers over twenty 
years. Address Box J-180, care of Harpware Acre, New York City. 





BUSINESS OPPORTUNITIES 


HARDWARE BUSINESS in city of 21,000 population, Western New 
York, for sale. Stock and fixtures will inventory about $19,000. Will 
sell all or half interest to suit purchaser. Address Box J-218, care of 
HarpwarE AGE, New York City. 








WONDERFUL OPPORTUNITY for hardware, paint and housefurnish 
ings. One thousand buildings going up soon. Store to lease on the Main 
Street of a well populated Long Island town. Best block, near Railroad 
Station. Act quickly! For particulars apply to owner. S. Matin, 85 
Merlin Ave., N. Tarrytown, N. Y. 





FOR SALE: 20 year old hardware business in city of 5,000 in southern 
Idaho. Owner retiring. Best corner location. Stock, and fixtures $17,500. 
wee — part. Address Box J-175, care of Harpware Ace, New 

ork. City. 
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SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of ‘Sales Representatives Wanted’ were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to “go™ 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to “go 
these opportunities. 


It's a good paper that serves the trade ‘both ways, 
isn't it? Try it and see. 


HARDWARE AGE, 239 West 39th St., New York 
‘Classifed Opportunities Section” 





to find 


Address— 
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How you can 
quicken profits 


EVERY hardware dealer who displays one 

or more of our small counter or table display 

cases immediately benefits by our continuous 
national advertising. Prove it yourself. 


Moore Push-Pins 


Glass Heads, 
Steel Points, 


Moore 
Push-less Hangers, 


The Hanger with the 
Twist to 

Hang-up-Things 

Your Jobber can send 

you these displays:— 

Style “G” — 48 — 10c. 
Packets, Push-Pins 
only. 

Style “F” —42— 10c. 
Packets, Push-Pins 
and Push- less 
Hangers. 






Our Popular Style “‘G”’ 


MOORE PUSH-PIN COMPANY 


Wayne Junction Philadelphia, Pa. 
Established 1900 














A Spring Hinge of Quality 


The “Ajax” 





Type 3001 
Sell your customers Spring Hinges of Quality. 


It costs the Builder no more to apply a quality 
hinge than one of inferior grade, which may not give 
satisfaction. A Dealer increases his profits by selling 
quality merchandise and assures his customer greater 
satisfaction. 

Send. for literature describing important features of 
the “Ajax” which are strong selling points. 


~~-(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S. A. 














Harvest King Grindstone 
For Farm Use 


A good seller to Farmers, 
for use with Gas Engine or 
Electric Power. 

Equipped with our stand- 
ard high grade selected 
CLEVELAND Grindstone 
noted for fast, easy cutting. 
Also has heavy STEEL 
ROLLER BEARINGS, a 
hand crank and drip cup. | 
Frame is heavy angle steel 
114 inches x 1% inches x | 
¥% inch, strongly braced. 
Attractively finished in ! 
Green and Black. Quickly 
set up. Frame shipped 
folded complete; stone 
crated separately to save 
freight. 


Retails at a popular price. 


“Cleveland” Grindstones 


are made in patterns for every tool grinding requirement 
for farm, shop and home use. Power or hand operated. 
Send for complete catalog and trade prices. 


Ate, The Cleveland Quarries Co. 





y, Cleveland, Ohio 
e . 28 West Broadway, New York 
Dale Lombard & Co., Inc., Boston, Mass. 


New England Agency 











Screws CORI 


i Wood, Drive Comm Machine, 
i == Set, Cap, b SCREWS 
Special sdanaatie Screw 
achine Products 
BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometef’s Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION. SUCCESSOR 
New Britain, Conn. 


Warehouses: New York 
Chicago Philadelphia 
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INDEX TO ADVERTISERS 























3HS ADVERTISERS INDEX is p 


bhlished 4 
as 





and not as a part of the advertising contract. 
*No allowance will be made for errors or failure to insert. 


Every care 


will be taken to index correctly. 
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CHICK FOUNTAIN 


Eclipse Chick Feeder 


—MOE’S LINE— 


Everything needed for the poultry raiser. Many years of satis- 
factory service to the poultry man have given Moe’s Line a 
recognized standing in the trade. 

It’s a big up-to-date line of equipment. Nothing better made, 
and a profitable line to sell. Write for 72-page Catalog and 
Prices, 


WoEFT & COMPANY 


2305 Davis St. North Chicago, Il. 

















Wood 
Screws 


Rivets 
Roofing Nails © 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 
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~REFILLS: 
\..) D 19 Assort- 
Wi) ment: Packed 


Costs 


Ys gross sets: 


GIs Geronas, Sells 
Dealer aera". = for 
$3.00 [reese $4.80 


Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 
QUICK SELLERS 


You’re sure of a good profit also. 
Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 

If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, etc. 


DOMES of SILENCE, INC. 


35 Pearl Street New York City 














Stock 


and Profit with 


UALITY 
Products 


cin’ fop\ pe 


LOOK FOR THE “GaB” LABEL - - YOUR PROTECTION AGAINST SUBSTITUTION 


Continued with and the incr 
PREFERENCE: vray Scie Vw ce a 2 ga 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America's Oldest Woven Wire Factory -Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
‘ork City Georgetown, Conn. Chicago Kansas City, Mo. Sen F 
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BRUSHES 






No. 1599 Display Assortment 


Milwaukee Wire Brushes 
Are 
Good SERVICE Tools renin 


The name MILWAUKEE on a brush is 
your guarantee of superior quality and last- 
ing service to every customer. 


MILWAUKEE Wire Brushes are always 
made of the highest grade tempered steel 
wire, are uniformly well filled and finished, 
and will stand up under every requirement. 
Handle MILWAUKEE Brushes because of 


their service quality and sales demand. No. 1611 





Our trade-mark is, your protection. 


JOBBERS will find us Headquarters for a 
general line of Brushes and Brooms made of 
Wire, Bristle and Fibre for the Hardware 
Trade. 


Dealers, please order from your Jobber. 
Send for catalog 29 and prices. 





The MILWAUKEE BRUSH 
MANUFACTURING CO. 


Milwaukee, Wisconsin 
Makers of 


BRUSHES and BROOMS 


WIRE—BRISTLE—FIBRE 


No. 1801 





No. 1661 


No. 1651 


Res 
ree ee aN 
—3- 
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STYLES 
every customer’s 


needs with these 








: A light, four-blade mower for the 
B i man who cuts his grass only once ina 
week or ten days. Moderately priced. 








— Philadelphia 


lawn Mowers 





A five-blade mower for the man with a 
fairly large, well-kept lawn that is cut 
at least once a week 


ERE are three models of the Genuine 
Philadelphia which are so diversified 
| “ in type that they cover the whole ground 


of hand mower requirements. 


With them you can sell any customer a 
mower that is practically “built to order” 
for his mowing job, and a mower that 


will also meet his price expectations. 





A A mower with four blades or five blades (op- 
tional) for the finest lawns in the better resi- 
Y . dential sections,which are mowed frequently. 
e ou should have 

the new Catalog 


-- dust issued 










Philadelphia Lawn Mower Co., Inc. 
4250 Wissahickon Ave., Philadelphia, Pa. 


Please send Catalog No. 31 toe 


' 
' 
' 
' 
' 
' 
' 
' 
‘ 
' 
This catalog gives large photo- ' 
graphic illustrations of all mod- | 
els, with detailed specifications; + 
also of the Philadelphia spe- : 
cialties for lawn maintenance. ; Name ----- 
Send the coupon at once — - 
' 
‘ 
" 
a 
t 
. 
‘ 
' 






Address - - - -- -------- a a in hd Sinbad alban madiese liane ncaa 


PHILADELPHIA LAWN MOWER CO., INC. 
4250 Wissahickon Ave. Philadelphia, Pa. ° ee (ot ye ees 
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